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whatry sponsor should know

WHICH PROGRAM TYPES Do you know how all income groups vary in their response to
dio nrograms throughout the hours of the day? WOR, through
C IN radio prog g y )
APPEAL MOST T0 CERTA its intensive sub-surface analysis of the A. C. Nielsen, C. E.
INCOME GROUPS? Hooper and Pulse of N. Y. reports, can show you how all kinds
of people’s listening fluctuates from period to period.

....................................................................................................................................................................................................

: WHY CAN EQUAL RATINGS BE | More and more smart sponsors realize today that equal ratings
’ ' MISLEADING ? are rarely comparable. For instance, WOR recently showed a
y sponsor that while his rating was the same as that of a com-
7 petitor’s show, he was actually attracting 97,800 more listeners
than the other sponsor.
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HOW DOES THE WEATHER How do rainstorms, blizzards, hot spells affect the listening
AFFECT LISTENING 2 people do? For years WOR has clocked the weather vs. listening,
not to mention overall seasonal variations as they affect sets in
use. These are interesting radio angles that you should know

more about.

Smart sponsors and their agencies make it a habit to check WOR regularly on what its deft research
dept. reveals about their shows. They know that WOR can tell them things about listening that
nobody else can. And its answers invariably bring them a greater per-penny profit on every penny

they invest.

WOR— that power-full station at 1440 Broadway, in New York

MUTUAL



- audience response

~ At Christmas-time, Midwest housewives are at their busiest—buying,

wrapping, mailing, planning. ..

i

But never 0 busy to listen and respond to their neighborly radio station

and its advertisers.

.50Q299 Respond!

s

Last Christmas season, for example, WLS “Feature Foods” offered a folder
of holiday hints and yuletide recipes. 50,299 busy housewives took time
to write for it—from cities, towns and farms all over the WLS Midwest!

The WLS Family Album, at 50 cents each, completely sold out its 40,000-
copy edition during the holiday season. (It has been a sellout each

December for 17 years.)
Children Write, Too

From October 23rd to November 20th, 1945, WLS *'School Time" received
85,805 requests for cut-out games. And Rex Allen’s Midwest listeners
demanded 50,086 pictures in October.

WLS listeners are busy, active people—the kind who make such a solid,
mass market for all family needs. And rhey respond at every season of the

year. Is your sales story reaching the responsive WLS audience?

' The
PRAIRIE
‘ FARMER
STATION

| SURRIDGE D BUTLER
Precident

GLENN SNYDER
Manager

50,000 watts, 890 KC, American Affiliate, Represented by JOHN BLAIR & COMPANY, Affiliated in Management with
KOY, Phoenix, and the ARIZONA NETWORK — KOY, Phoenix « KTUC, Tucson « KSUN, Bisbee-Lowell- -Douglas
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Vith the emphasis today strongly on treatment of

news as a determining factor in the classification of a news-
cast as “local live,” radio stations are becoming more aware
of the importance and desirability of having at their disposal
a c'on’iplete wire report.

When you have INS—radio’s most complete news service
—you have the most brilliant and comprehensive service avail-
able. With INS, your news department has the power of selec-
tion from the widest possible variety of material. INS news
dispatches are simply written, easily understandable. You can
select what is most svitable to your audience and edit it to
fit your individual needs. You get ALL the news you need—
not just a skeletonized version. prepared by some distant edi-

~ tor unfamiliar with your local problems.

From the standpoint of public service and high audience
appeal the compiete INS wire report is the outstanding news
source available to radio today.

a2 s OAAS  SA S AR B

B A

INTERNATIONAL NEWS SERVICE
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Closed Circuit

SIGNTFICANT changes coming up in exclu-
sive national representation of number of im-
portant stations. Ownership shifts, “duopoly”
separations and increased facilities largely re-
sponsible for impending transfers.

EXODUS of western stations from BMB fold
at contract expiration time predicted. Some
talk of independent survey parallel to BMB
technique in effort to shake latter’s validity.
Meanwhile other operators feel BMB’s faults
not in survey but in station management,
which “won’t try to make BMB system work.”

IF ATLANTIC CITY conforms to Chicago
convention promises, it should get next NAB
meeting. C. E. (Bee) Arney, secretary-treas-
urer, at seashore Friday to get details of
resort’s offer. Probable time: September, after
vacation rush subsides. ’

ANNOUNCEMENT coming soon on creation
of new radio promotion awards by National
Retail Dry Goods Assn. paralleling annual
awards to newspapers for best retail displays
of year. Radio awards will cover outstanding
department store programs by large, medium
and small stations.

REPUBLICANS may make new bid for ap-
pointment of regular party member to FCC
vacancy, even though President Truman can
name Democrat under law. Vacancy is that

created when Paul A. Porter was shifted to
OPA last February.

DON’T COUNT OUT hard-hitting Sen. Charles
W. Tobey of New Hampshire as new chairman
of Senate Interstate Commerce Committee un-
der Republican control in January. With Sen.
Wallace H. White Jr. of Maine, author of
Radio and Communications Acts, definitely
slated for majority leadership, it is doubted
whetiher he can assume important committee
chairmanship too. Sen. Tobey, who last session
authored resolution for FCC investigation on
FM allocations and Blue Book, had been slated
for Banking and Currency Committee but signs
now are that he would prefer Interstate Com-
merce setup.

AT LEAST one practical broadcaster—Rep.
Harris Ellsworth, owner of KRNR Roseburg,
Ore.—will sit on House Interstate Commerce
Committee next session. Publisher also of Rose-
burg News Review, Rep. Ellsworth appears
definitely slated for committee assignment and
may head subcommittee on communications.
Another likely radio-minded legislator to be
named to committee is William Miller, Hartford
attorney and World War I hero, who once had
been 'mentioned for appointment to Republican
vacancy on FCC.

CHARLES HYNEMAN, assistant to FCC
Acting Chairman Charles R. Denny Jr., called
meeting of several Washington radio attor-
neys| seeking recommendations for stream-
lining legal procedures. Informal parley to be
held this week.
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Nov. 25: American Marketing Assn., San
Francisco Chapter, Mark Hopkins Hotel,
San Francisco.

Nov. 25: NAB Sales Promotion Subcommit-
tee, BMB Board Room, New York.

Nov. 26: NARBA Engineering Conference re-
sumes 10 a.m., FCC Hgqtrs.

Nov. 30-Dec. 2: Natl. Assn. of Farm Direc-
tors, Stevens Hotel, Chicago.

Bulletins

AFTER 10% hours negotiations, attended
by four network presidents and national
AFRA chiefs at CBS New York, George
Heller, AFRA executive secretary, at
12:30 a.m. Saturday said “certain propos-
als”’ had been advanced by networks which
were to be weighed at special AFRA
board meeting Sunday. AFRA will give
definite answer to new proposals at 10:30
a.m. today (Monday) at meeting with net-
work heads at NBC. Before negotiations
opened at 1:30 p.m. Friday AFRA had
come down from original 35% wage in-
crease demand to 26% ; nets had increased
109% raise offer to 17%2%. Optimism ex-
pressed early Saturday that agreement
would be reached today, thereby averting
threatened radio tie-up. (Earlier story
page 15.)

Business Briefly

COBURN TEST @ Coburn Farm Products
Corp. (Sondra brand products) appointed
Modern Merchandising Bureau, New York, to
handle advertising, started three months’ test
campaign using participations on women’s
programs, WLIB New York, CKLW Detroit-
Windsor.

C-P-P SWITCHING @ Colgate-Palmolive-Peet
Co., Jersey City, N. J. (Palmolive Soap), effec-
tive Dec. 25, switches A Day in the Life of
Dennis Day NBC, Thurs., 7:30-8 p.m., to Wed.,
8-8:30 p.m. Period to be vacated by M». & Mrs.
North, which is being discontinued by Andrew
Jergens Co. Unidentified sponsor said negotiat-
ing with NBC for Thursday night spot. C-P-P
agency, Ted Bates, N. Y.

WINE GROWERS SIGN ® California Wine
Growers Guild, San Francisco, starts Time
for Crime Jan. 4 on 80 ABC stations Sat.
10-10:30 p.m. (EST), 52 weeks. Agency,
Honig-Cooper Co., San Francisco.

KNOX EXPANDS @ Knox Co., Los An-
geles, extended sponsorship Danger Dr. Dan-
field, which began Sept. 8 on ABC Sun. 3:30
p.m., from 26 weeks to 52 weeks. Agency, Rob-
ert B. Raisbeck, Hollywood.

MBS RENEWAL @ The Radio Bible Class,
N. Y., effective Dec. 29 for 52 weeks renews
The Radio Bible Class MBS, Sun. 10-10:30 a.m.
Agency, Erwin, Wasey, N. Y.

BOSTON'’S eighth station, WBMS at 35 Court
St., 1 kw daytime on 1090 ke, went on air yes-
terday.

FCC Grants 14 More New AM Stations

GRANTS for 14 new AM stations announced
by FCC Friday including 12th and 138th for
Washington, D. C. area and sixth for Rich-
mond, Va. Two grants for Nacogdoches, Tex.
(Pop.: 7,538).

WKAX Birmingham, Ala., granted in Feb-
ruary (900 ke, 1 kw, day only), authorized
change from commercial to noncommercial.
Licensee: Courier Broadcast Service, under-
written by Birmingham Bible Institute, Bir-
mingham Gospel Tablernacle, Radio Revival,
Radio Chapel.

Nov. 21 grants, announced Friday:

San Rafael, Calif.—Marin Broadcasting Co. Inc.,
1510 ke, 1 kw, daytime only. Principals: Roy A.
Brown (1834%), editor San Rafael Independent; his
wife, Hazel W. Brown (18349), also part owner news-
paper; Justus F. Craemer (18349,), associated with
San Rafael Independent; his wife, Agnes Craemer
(1833%); Ernest L. Smith (259), formerly with
WAIM Anderson, WBIG Greensboro, WITAQ-WHBY
Greenbay, WBBEB Burlington.

Silver Spring, Md.—United Broadcasting Co. Inc.,
1590 kc, 1 kw, daytime only. Owner: Richard Eaton
(99%), WWDC Washington commentator, publisher,
News Digest, Southern Literary Messenger and two
Washington suburban weekly mnewspapers.

Framingham, Mass.—Suburban Broadcasting Co.,
1190 kc, 1 kw, daytime only. Principals: Richard E.
Adams (33 1/3%), president, 909, owner Wellesley
Soap & Chemical Co.; James A. Shoemaker (33 1/3%),
promotion department, Owens-Corning Fiberglass
Corp.; Albert’ A. Anderson (33 1/3%), color tech-
nician Calco Chemical Co.

Flat River, Mo.—Oscar C. Hirsch, 1240 kc, 250 w,

fulltime. Owner-manager KFVS Cape Girardeau and
WKRO Cairo, Ill.

Ste. Genevieve, Mo.—The Donze Co., 1450 ke, 250
w, fulltime. Partnership, Elmer L. Donze, Norbert
B. Donze, owners Donze Cut Rate Drug Co. and
other businesses.

Clovis, N. M.—New Mexico Broadcasting Co., 1450
ke, 250 w, fulltime. Principals: A. R. Hebenstreit,
highway and road construction business; S. P. Vidal,
U. 8. Treasury Dept. and interest in Gamerco Coal
Co. Applicant also filed for station at Gallup.

Morehead City, N. C.—Carteret Broadcasting Co.,
740 kc, 1 kw, daytime. Principals: Grover C. Munden,
Robert L. Pate, each holding 259, partners in “Hills";
Sherman T. Lewis (25%), Osteopathic physician: S.
M. Jones (25%), wholesale produce merchant.

Oregon City, Ore.—Partnership, John Fitzgibbon,
bhysician; Temple V. Ehmson, radio engineer; Roy
Jarman, auto dealer. 1230 kec, 250 w, fulltime.

Salem, Ore.—B. Loring Schmidt, 1490 ke, 250 w,
fulltime. Former theatre owner-manager.

Lubbock, Tex.—South Plains Broadcasting Co.,
1450 kc, 250 w, fulltime. Principals: John R. Full-
ingim (80%), lawyer; Robert H. Bean (109%), lawyer;
William H. Evans (10%), lawyer.

Nacogdoches, Tex.—Kelly Bell, attorney, 1230 kc,
250 w, fulltime.

Nacogdoches, Tex.—William Courland Fouts, 860
ke, 500 w, daytime only. Mr. Fouts formerly associ-
ated with Dr. Pepper Bottling Co.

Arlington, Va.—Arlington-Fairfax Broadcasting Co.
Inc., 1390 ke, 1 kw, daytime only. Principals: George
H. Werner, Warner Bros. theatre operator; Harold
G. Hernly_ lawyer; J. Maynard MaGruder, real estate
and insurance; Samuel F. Roth, Virginia motion
picture theatre operator; William S. Banks, building
contractor; Walter C. Ward, electrical and radio en-
gineer; Wallace C. Robinson, formerly in radio.

Richmond, Va.—Radio Virginia Inc., 720 kc, 1 kw,
daytime- only. Principals (16 2/39 each): R. A. El-
more, Home Small Loan Corp., owner Elca Corp.;
Robert' T. Barton, attorney; S. A. Cisler, vice presi-
dent, Radio Kentucky, granted Louisville CP, for-
mer 309% owner and manager, WGRC Louisville.
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YORK, PENNSYLVANIA

Your product advertised over WORK reaches the greater

York market which is permanently prosperous. Located
here are many large, well-known industries —manufacturing
products for which there’s a never-ending demand. Surround-
ing the industrial section is a rich, farming countryside. Your

advertising dollars are wisely and economically spent on

N B C - WORK. It offers real sales possibilities. Write for information.

Represented by RAD’O ADVERT’S,NG CO.
M U T U A L New York « Chicago - San Francisco « Hollywood « Dallas

Pablished every Monday. B3rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC.,, 870 National Press Building, Washington 4, D. C.
Entered as second class matter March 14, 1933, at- Post Office at Washington. D. C. under act of March 3. 1879.
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GETTING YOUR SHARE
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OUR SHARE
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OMAHA
NCIL BLUFFS

MAY THRU
SEPTEMBER {'s=

IR

L i Stati Stati Stati Statio
nime PERIGINEY S | Tgn | Caen | epe | e

Station

l‘F"

WEEKDAY MORNING
Monday through Friday 459 28.8
8:00 AM—12:00 Noon (]

7.1

6.0

8.3

1.8

WEEKDAY AFTERNOON
Monday through Friday 28 , 42.6
[ ]

12:00 Noon—6:00 PM

5.7

10.5

9.1

2.5

EVENING
Sunday through Sat. 24 5 ‘ 47.0
6:00 PM—10:00 PM .

14.9

9.7

1.2

SUNDAY AFTERNOON 25 3 38 .I
12:00 Noon—6:00 PM L4 °

Omaha and Council Bluffs is a
sparkling, Midwest market that res-
ponds eagerly to the advertiser’s wares.
KOIL’s only interest is covering this
area completely and effectively, both
from the standpoint of building fur-
ther its enviable listening audience,
and merchandising that audience for

EDWARD PETRY & CO., Inc.

National Representatives
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9.3

12.5

9.6

the benefit of its advertisers.

1.3

Contact our representatives NOW!
You will hear the story about some
choice availabilities which may prove
to be your profitable share of KOIL’s
magnificent, Midwest Audience.

BROADCASTI

TELECASTING
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MAKES A WORLD OF DIFFERENCE!

Is there a gap in your spot schedule? Have you overlooked

the oil-rich, cotton-rich, cattle-rich Ark-La-Tex? Here, in this

great tri-state area, is more than a billion dollars’ worth of
buying power . . . dominated by 50,000-watt KWKH. Here’s

the station that makes a world of difference in the Ark-La-Tex!
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THE NATIONAL BROADCASTING COMPANY

’I::lling the story of a premium-quality product to a
premium-quality audience—that’s WMAQ'’s Manor
House Party, presented by the W. F. McLaughlin

Coffee Company.

Each weekday evening at 6:30, Skip Farrell’s mel-
low songs blend with rich harmonies by the Art Van
Damme Quartet in a quarter-hour appropriate to

gracious hospitality.

For the last 7 of its 94 years, McLaughlin has been
using WMAQ’s power and prestige to reach buyers
of Number 1 goods in America’s Number 2 market.
Through times of stringently limited supply, the fine
qualities of Manor House Coffee were kept tanta-
lizingly alive in those buyers’ thoughts. Now, more

Manor House Coffee is sold than ever before.

It’s sound business to gain the selective attention of

WMAQ'’s vast audience.

150,000 W ATTS 670 K

epresented by NBC SPOT SALES




Annually, tens
of thousands of
winter visitors

spend millions
of vacation dol-
larsonFlorida’s
popular West
Coast.

In the heavily-populated
Tampa trade area, the tourist
business is 'big business."’
And growing bigger! Yet, in
this, the industrial and dis-
tribution center of Florida,
playing host to out-of-state
visitors is merely a sideline.
The money spent here by
these visitors is a huge
annual bonus for alert ad-
vertisers. This rich territory
is bestreached with WFLA--
morning,-afternoon and
night! The 5000-watt voice
ot WFLA is most-listened-to
intheheart ofthe prosperous
Florida West Coast market.

5000 WATTS
DAY AND NIGHT

WFL|

National Representative
JOHN BLAIR & CO.

Southeastern Representative
HARRY!E. CUMMINGS

Jacksonville, Fla.
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Feature of the Week

H. V. KALTENBORN, veteran
commentator heard on NBC, last
week chided radio for ignoring the
wishes of listeners and wurged
broadcasters to indulge in seif-
criticism as means of improving
radio fare.

Mr. Kaltenborn spoke before the
New York Radio Executives Club
as the second speaker in a series
of three discussing the question
“What I Would Do If I Were
Running Radio.”

Citing the poll of station man-
agers in BROADCASTING TRENDS
[ BROADCASTING, Nov. 4], Mr. Kal-
tenborn reminded his audience that
broadcasters themselves had said
that of all factors, listeners had
contributed most and that sponsors
and advertising agencies had con-
tributed least to program improve-
ment.

“What then is the logical deduc-
tion ?” he asked. “It is simply this:
Pay more attention to your listen-
ers and pay less attention to your
advertisers and your advertising
agencies.”

The commentator urged broad-
casters to solicit listener opinion.
The mere assessment of radio audi-
ence size, he said, does not dis-
close “the important factor of the
intensity of listening.”

Mr. Kaltenborn also has per-

ceived a diminishing of competition
among - broadcasters. Contrary to
the opinion of William S. Paley,
chairman of the board of CBS, who
at the NAB Convention suggested
that competition sometimes lowers
standards, Mr. Kaltenborn said,
“Instead of too much competition,
we have too much imitation.”

He urged that broadcasters also
“pay more attention to the dis-
criminating minorities among the
listening public.” He said they
would “have to reconcile them-
selves” to air programs of appeal
to such audiences at popular eve-
ning listening hours. “It may cut
down immediate profits,” he said,
“but it will help you to lay wup
treasures in the FCC heaven.”

Mr. Kaltenborn referred to the
speech by Niles Trammell, presi-
dent of NBC, at the NAB Conven-
tion when Mr. Trammell asked, but
did not answer, what kinds of pro-
grams are most heavily weighted
with public interest. Mr. Tram-
mell’s most venerable news com-
mentator answered his chief’s ques-
tions: “I would vigorously oppose
the proposition that the program
which attracted the largest num-
ber of listeners at any given time
is the program that should be on
the air at that time.”

Sellers of Sales

UZ does it,” but the per-

‘GD son who does it for Duz

is attractive Jean Doro-

thy Lawler, who in-

cludes the Lever Brothers account

in her annual six figure purchase

of radio time for Compton Adv.
Agency, New York.

Born in Mount Vernon, N. Y. in

1917, Miss Lawler attended West-

chester Collegiate
Center for two
years, taking a

general course. She
managed to gather
s o m e secretarial
knowledge there too,
and her first job was
with Free & Peters,
in New York City,
as a dictaphone op-
erator. In a short
while she became
Mr. Peters’ secre-
tary and eventually
office manager for
Free & Peters. She
worked with the sta-
tion representatives,
who sell radio time,
for six years.

But in 1942, she switched over
to the other side of the radio busi-
ness—that of buying time. She
joined Compton Adv. in that year
as secretary to Frank Kemp, then
head time buyer for the agency
(now media head of Dancer-Fitz-
gerald-Sample). In a series of

JEAN

six month periods, she moved from
secretary to assistant timebuyer
and then to her present position
a¢ timebuyer.

Although her major account is
Duz, Miss Lawler also places time
in the Canadian market only for
Ivory, Crisco and Crisco Flakes
and Barsallou.

Her favorite arguments are
those she has with
her younger broth-
er convincing him
that “radio is here
to stay,” and de-
fending the indus-
try as the best me-
dium. Her brother,
Joe, is a sports
writer for a Santa
Fe, N. M., newspa-
per and needless to
say is an advocate
of newspapers.

Miss Lawler still
lives in her native
city of Mt. Vernon.
She shares an apart-
ment with her
father. She admits
that gardening is
fun for her but that she lets
“Pappy” take care of the vege-
tables while she fusses with the
flowers. To prove that she can
cook as well ,as buy radio time,
she personally cans the vegetables
that her father grows in their
garden.

Remember the
story about. ..

It's the classic example of the little
fellow hanging one on the big guy. A
modern example in radio is found in
WWDC. We could go into a lot of
stuff about programming . .. listening
avdience . . . coverage {even in
counties we didn't know we reached).
But we like to talk about sales results.
And costs per sale.Then we're happy.
We've got sales results, facts to
gladden the heart of the toughest
buyer. Glad to show them to you!

‘Keep your eye on

WWDC

Coming Soon—WWDC-FM

Represented Nationolly by

FORJOE & COMPANY
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 TONIGHT WE PRESENT
YOU WITH THE SILVER

I CANT COME—1I MUST

Lsten 1o W OV'’S
RIE STA

PRAI

P G S
fob A ROSALIE

AT 9:30 P. M., NEW YORKERS WHO LIKE OLD TIME

MUSIC SWING THEIR DIALS TO WOV ..

ETROPOLITAN, yes . . . the largest, most active and highly
concentrated metropolitan center in the world. Yet, New
Yorkers are not necessarily sophisticates in their choice of music

# and entertainment. An example is “Prairie Stars” with Rosalie
wme! Allen, an appealing, entertaining, recorded show that has sold
¥ itself to New York’s vast radio audience. And it can do a selling

job for you . . . Monday through Friday . .. 9:30 to 10:30 p.m.

RALPH N. WEIL, General Manager

JOHN E. PEARSON CO., Nat'l Rep. '
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NOW you can get a $100,000 series
of 52 transcribed thrillers—at a
price so low it's thoroughly practical
for any small budget.

TERRIFIC LISTENER LOYALTY

Typical ratings point out how “Mur-
der at Midnight” gives high return
from invested radio time:—In Los
Angeles (KFI) it equalled the com-
bined ratings of all other network
stations. In San Diego (KFSD) it
exceeded combined ratings of all other
stations. In New York (WJZ) it
scored high second on its first rating
(4th broadcast) among shows of well
established popularity.

“WISH | HAD HAD THIS SHOW PAST
5 YEARS'—says one sponsor

And he said it after only four broad-
casts, reports John L. Hogg, Commer-
cial Manager, KOY (Phoenix). Here
are a few of many other enthusiastic
comments . . .

\Nhedu

“Our client, Ehret Brewery, de-
lighted with dealer and consumer
response. Also rating for ‘Murder at
Midnight' on WJZ. Renewing con-
tract for additional 13 week period.
Congratulations on your terrific pro-
ductions.”

C. D. SPEIER, V. P.
Moore and Hamm (New York)

“Best done mystery show we have
ever carried.”
JOE D. CARROLL, Mgr.
(KMYC) Marysville, Calif.

“Good quality in every respect, it's
building an ever-increasing listen-
ing audience. Sponsor well pleased
with this program and the benefits
derived.”

EDNEY RIDGE
(WBIG) Greensboro, N. C.

“Sponsor, agency, and ourselves feel
quality excellent, production well

it 2
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LOUIS G, COWAN, INC.

TELEPHONE: Circle 6-4863

“Murder at Midnight” proves that Crime can pay !

done. Show doing a good job for
sponsor.”
LARRY SCALF
(KFSD) San Diego

“Well received in Southern Califor-
nia. Comment unusually favorable.”

MILTON WEINBERG ADV.
AGENCY (Los Angeles)

“Well produced, well written and
well played. Successful with our
audience.”

OWEN CUNNINGHAM
Program Director
Hawaiian Broadcasting System

NO WONDER
“MURDER AT MIDNIGHT”
HAS NEVER LOST A SPONSOR!

It's a network show for local broad-
cast . . . written, produced and
acted by top-notch national talent.
If you want crime that really pays,
check availability of “Murder at
Midnight” in your market—now!

250 W. 57th stregy
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RR-30 Three-Channel Remote
Amplifier and Power Supply

- ,
Fiay%‘w/a- REMOTE AMPLIFIERS

for AMor FM

BROADCASTING

WHEN YOU WORK a remote pick-up with this Ray-
theon equipment...you're putting your best foot
forward! Your station takes the credit—and deserves
it—for the unusual “good looks” and modern, effi-
cient air of this Raytheon Remote Amplifier. It’s easy
to carry —easy to set up—fast to get going. A favorite
with operators and station owners, alike, because of
its rugged dependability and engineering excellence.

Both the single and 3-channel models exceed all
FCC requirements for FM transmission. Flat fre-
quency response from 30 to 15,000 cps—noise level
—60 db or better —less than 1159 distortion from 50

RAYTHEUN

RR-10 single channel model is entirely self
contained, with built-in power supply. Fur-
nished either with or without 4-in. Weston
VU Meter. Supplied with a carrying case if
desired. Weighs only 20 lbs.

to 200 cycles, less than 19 from 200 to 15,000 cycles.
High over-all gain of 86 db permits use with high
fidelity microphones. Finest quality Weston VU Me-
ters with 4-in. illuminated dials are the same as those
used in high fidelity studio equipment. This allows
the remote operator to properly “ride the gain” at
the source; all standard studio meters of network sta-
tions will show identical readings. Immediate deliv-
ery. Write today for complete information and prices.

RAYTHEON MANUFACTURING COMPANY

Broddcast Equipment Division, 7517 No. Clark Street
Chicago 26, lllinois

Handsome airplane-type luggage carrying cases fur-
nished with three channel model have extra com-
partment for microphone, extension cable and other
accessories, Total weight only 45 1bs.

DEVOTED TO RESEARCH AND MANUFACTURE FOR THE BROADCASTING INDUSTRY
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A LITTLE EXTRA EFFORT
OFTEN GETS A BIG RESULT?

@ What you do to woo an audience depends of course on the audience.

EXCLUSIVE REPRESENTATIVES:
A snake-charmer “program” that would stop traffic in Calcutta, for ALBUQUERQUE " xes
BALTIMORE WCBM
instance, wouldn’t necessarily sell anything in Cincinnati! BEAUMONT KFDM
BROWNSVILLE KVAL
BUFFALO WGR-WKBW
Spot broadcasting gives you the opportunity to program perfectly g:fgﬁ;‘::.r’ 3 wg:s
COLUMBIA, S. C. wis
for your audience —to take advantage of the sectional, economic CORPUS CHRISTI KRIS
DAVENPORT wWoOC
d . . . DES MOINES WHO
and cultural differences you find in every part of America. Naturally DULUTH-SUPERIOR e
" FARGO WDAY
this selective programming requires extra effort of everybody con- HOUSTON KXYZ
INDIANAPOLIS WISH
sp T KANSAS CITY KMBC
cerned. But almost everybody knows the larger results it produces. LOUTSVILLE ANE
' MINNEAPOLIS-ST. PAUL WTCN
Want some Samples? NEW YORK WMCA
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
. RALEIGH WPTF
FREE & PETERS, nc. |5 &
9 lh C. SAN DIEGO KSDJ
. . . . ST. LOUIS KSD
Pioneer Radio Station Representatives Rt o
Since May, 1932 TUCSA KTuL

o

'CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 3463 Pencbscor Bldg. SAN FRANCISCO: s8Susrer HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg,
Franklin 6373 Plaza $:4130 ‘Cadillac 4255 ;Su_t-'te"'r_4353' ' Hollywood 2151 ' Main 5667

Page 14 e November 25, 1946 BROADCASTING e Telecasting



VOL. 31, NO. 21

WASHINGTON, D. C.,, NOVEMBER 25, 1946

$5.00 A YEAR—15¢ A COPY

Nationwide AFRA Strike Threat Grows

Networks, Union
Locked on Two

Issues

By EDWIN H. JAMES
THREAT of a nationwide strike
of talent on all four major net-
works increased last week as nego-
tiations between network represen-
tatives and AFRA officials in New
York continued without apparent
progress.

As BROADCASTING went to press
it was reliably reported that the
opposing negotiators were “as far
apart as ever” on the issues which
have caused a deadlock in nego-
tiations since they began Oct. 2.

‘Showdown’

Network and union officials as
well as advertising agency repre-
sentatives were to reconvene in
what was believed to be a “show-
down” conference last Friday at
1:30 p. m. AFRA representatives,
it was wunderstood, had decided
that if no further progress were
made during the Friday meeting,
they would call a strike.

The issues on which neither side
seemed willing to yield were two:

1. AFRA has insisted upon
inclusion of an “unfair sta-
tion” clause in the network
contract, a provision requiring
networks to cease feeding pro-
grams to stations which refuse

_to negotiate with AFRA. The

networks, rejecting this de-
mand, have described the pro-
posal as a “secondary boy-
cott,”” which is made illegal
by the Lea Act.

2. AFRA has demanded sal-

ary increases averaging 35%,

the networks have countered

with 10%.

A fortnight ago George Heller,
national executive secretary of
AFRA, reported that the networks
had indicated a willingness to in-
crease their salary counter-pro-
posal if AFRA agreed to eliminate
the unfair stations clause. As of
Friday morning, neither side had
displayed intentions of yielding.

One of radio’s biggest advertis-
ers, the Procter & Gamble Co.,
Cincinnati, asserted that “under no
circumstances” would it “cross the
picket line in any way.” William
M. Ramsey, P & G radio director,
told BROADCASTING that the com-

BROADCASTING o

pany would ‘“continue to pay for
the time and furnish the networks
with the commercials,” but it would
not pay any announcer to read the
commercials or pay any other tal-
ent fees.

Meanwhile, AFRA solicited fur-
ther support from - sympathetic
unions to bolster its forces in the
event a strike were called.

RDG Resclution

The New York local of the Radio
Directors’ Guild adopted a resolu-
tion prohibiting RDG members
from crossing picket lines, direct-
ing programs on which strike-
breaking artists appeared, or en-
gage in any functions normally
performed by AFRA members.

While negotiations floundered,
broadcasters, advertisers and agen-
cies assessed the prospects of car-
rying on their network shows with-
out benefit of actors, announcers,
singers, or other talent if negotia-
tions failed to prevent the strike.

In the event of a total walkout
of all talent, as AFRA promised,

networks would find themselves
broadcasting few if any live shows
except music.

There was no indication that
James Caesar Petrillo would pull
out his musicians in sympathy with
an AFRA strike. An AFM spokes-
man in New York said that AFRA
had thus far not solicited AFM
support and that unless it did “Mr.
Petrillo will not have anything to
say.”

It was doubtful that live shows
could be replaced with transcrip-
tions. A high official of one tran-
scription company reported in New
York that the major firms had
pledged not to “strikebreak.”
This was taken to mean that the
companies would not transcribe
programs specifically as replace-
ments for live shows cancelled by a
strike.

It was considered possible, how-
ever, that AFRA would not insist
that shows which have already been
transcribed be kept off the air.

Some advertisers reported they
were considering the use of tran-

scribed commercials which are al-
ready on file as insertions in what-
ever the networks can substitute
for the regular programs. Others
were known to have debated the
possibility of playing back record-
ings made of past shows.

Other’ Unions’ Support

Earlier AFRA had obtained the
support of numerous other talent
unions [BROADCASTING, Nov. 18].

If AFRA issued the strike call,
the walkout would be the greatest
in radio history, and the first of
its kind to hit all four networks
simultaneously.

Meanwhile in Hollywood the big
question was, “Whither AFRA?"
As talks proceeded in New York,
suspense increased for allied
unions in Hollywood, anxious to
determine their position in event
of negotiations breakdown. Lack of
national AFRA policy line to the
West Coast was being variously in-
terpreted.

Following AFRA negotiations in

(Continued on page 101)

WBAL Hearing lIssues

Blue Book Implications
Are Conspicuous

By Absence

By RUFUS CRATER

CONSPICUOUS only for the ab-
sence of Blue Book implications,
FCC’s issues for a consolidated
hearing Jan. 13 on WBAL Balti-
more’s renewal application and the
Drew Pearson-Robert S. Allen re-
quest for a new station on the same
clear channel assignment were an-
nounced Friday by the Commission.

Observers found them noncom-
mittal, with only a passing refer-
ence to programming—the stand-
ard hearing question on programs:

“To determine the type and char-
acter of program service to be
rendered and whether it would
meet the requirements of the popu-
lation and areas proposed to be
served.”

Except for a query about the
“installation” of Hearst’s 50-kw
WBAL and that proposed by Pear-
son-Allen, the four other issues
also were “standard.” Authorities
said the “installation” reference
presumably indicated a compari-
son of transmitters and other

Telecasting

equipment of the two applicants.
The lack of Blue Book spirit in
the issues was more marked in
comparison with the issues revealed
two weeks ago for hearing on three
others of the seven stations set
down for hearing on wnrogram
grounds [BROADCASTING, Nov. 11].
The virtually identical issues on
those three—renewal apvlications
of WTOL Toledo, KMAC and
KONO San Antonio—raised ques-
tions of “promise and perform-
ance,” commercial and sustaining
time, number of spot announce-
ments, time devoted to controversial
issues and local live talent pro-
grams, network sustaining pro-
grams not used, and station rev-
enues and program expenditures.

Raises Question

Comparison of the issues in those
cases with the issues for WBAL
and Pearson-Allen evoked the ques-
tion: ‘“Has the Blue Book been
waived for WBAL?”

For some time the belief had
prevailed that FCC was disposed to
nolle prosse the WBAL Blue Book
case, in effect, by putting the bur-
den upon the applicants, rather
than on FCC, to bring out pro-
gram matters.

Announced

Consolidation of the Pearson-
Allen application with the renewal
case was granted on petition of
Pearson-Allen, filed by the Wash-
ington law firm of Cohn & Marks.
The firms of Littlepage & Little-
page and Dempsey & Koplovitz,
Washington counsel for WBAL, are
expected to file a petition for re-
consideration and grant of their
application without hearing.

Postponement of the Dec. 2 hear-
ing date previously set for the
WBAL application to Jan. 13 for
consolidated hearing was author-
ized under FCC’s policy of giving
at least 30 days’ notice of hearing.

The renewal request of WBAL,
most powerful of the seven stations
awaiting renewal hearing on pro-
gram grounds, was designated last
February. FCC’s Blue Book, cit-
ing WBAL as one example of “ex-
cessive commercialism” in program-
ming, appeared March 7. The ap-
plication for WBAL’s facilities—
1090 ke, 50 kw, fulltime—was filed
in September by Drew Pearson,
radio commentator and author of
the Washington Merry Go Round
column, and his former co-column-
ist, Col. Robert S. Allen [BROAD-

(Continaled on page 101)
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Merits of Atheist Broadcast Argued

5,000 Listeners Give
Views on KQW Grant

Of Time to Scott

KQW San Francisco, which grant-
ed radio time Sunday morning,
Nov. 17, to Robert Harold Scott,
Palo Alto, Calif., atheist, to present
his views [ BROADCASTING, Nov. 18],
last week received an unusually
heavy volume of mail—much of it
from listeners who wrote to sup-
port or condemn the right of a ra-
dipo station to permit an atheist to
argue against belief in God over
the air.

Of the more than 5,000 letters
KQW received commenting on the
atheist broadcast, approximately
20% supported the station’s right
to allow Mr. Scott to speak while
80% were opposed, according to
Fred Ruegg, KQW program direc-
tor. Mr. Ruegg said that nearly
thrree out of four of those support-
ing Mr. Scott’s right to air time
professed themselves as being ag-
nostics or atheists.

Decision as to whether additional
air time will be given the atheist
pr%acher will be guided by public
reaction to the program, the KQW
management has indicated. The
station said it had received numer-
ous requests from churches and
religious leaders for air time to
answer Mr, Scott, who had been
trying for five years to persuade
San Francisco stations to permit
him to broadcast. Permission finally
was given by KQW only after the
FCC had stepped in with an opin-
ion to the effect that since estab-
lished religions are allowed radio
time atheists also should have some.

Comments on the broadcast of
atheistic beliefs by Mr. Scot: came
not only from the Far West, but
from other sections of the country.
Among the most pertinent was that
of| Albert L. Warner, head of
MBS’ news bureau in Washington,
D. C., who raised the question: “Is
there- any good reason for a-gov-
ernment agency to interfere in the
programming and management of
a station to do the equivalent of
insisting that a man get a platform
to air views for which he has
neither eager audience nor broad
affirmative support?”’

Pointing to the fact that Mr.
Scott had been given 30 minutes’
ain time to preach doctrines of athe-
ism in the middle of Sunday morn-
ing radio programs (he replaced
choir music from the Salt Lake
Ciéy tabernacle), Mr. Warner said
“there are few people who will
question the right of an atheist to
speak his mind.” “Provided he
represented any considerable group
of people pressing for a hearing
and provided he had anything to
say of general interest,”” Mr.
Warner continued, “no doubt a ra-
dio station would consider allow-
ing him time.”

But Mr. Warner did question
whether the government should
take an interest in such matters
to the extent of interfering., “Mat-
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ters of this sort can be left to the
good sense and responsibility of
the many diverse-minded radio
stations,” he said. He concluded
with the remark that “there is no
more moral reason for government
to intervene in a case like this
than there would be for govern-
ment to issue an edict to a news-
paper to carry Scott’s speech on its
front page.”
Newspapers Comment

California newspapers, comment-
ing editorially on Mr. Scott’s
broadcast, were as divided in their
opinions as the hundreds of radio
listeners who wrote to KQW to
express their views.

Los Angeles News was emphatic
in declaring that an atheist should
be permitted to present his beliefs
on the air, “There should, of course,
be no question about Scott’s right
to express his views, to express
them in his home, on the street or
over the air.” The News said
further that raising the question
of presenting atheist doctrines on
the air “strikes at the heart of a
really crucial issue—the issue of

Kellegg Replaces
KELLOGG Co., Battle Creek,
Mich., Dec. 30 will replace its pres-
ent show, Home FEdition, 11:30-
11:45 a.m. on ABC five-weekly,
with two new shows, Galen Drake
and Hollywood Story, which wili
share the same time on a split net-
work. Two shows will be used as
a test for 13 to 26 weeks at the
end of which time one or the other
show will be put on full network.
Agency is Kenyon & Eckhardt, New
York. '

Credit Co. Renews
COMMERCIAL CREDIT Co., New
York, has renewed Special Investi-
gator on MBS, Sun. 8:30-8:45 p.m.,
through Sheldon, Quick & McElroy,
New York.

‘the closed sky.”” Denying Mr.
Scott his right, the News continued,
would “prove a poor start toward
maintaining freedom of speech
and inquiry generally to do so.”
Taking an entirely different
view, the Stockton Record said it
would have been better if Mr.
Scott had never won his five-year
fight with San Francisco radio sta-
tions for time on the air. “KQW
confesses,” the Record said, “the
broadecast will be an experiment
and will determine if there is suf-
ficient interest in atheism to jus-
tify further programs on the same
subject. It is an experiment very
much like monkeying with a buzz-
saw. No good will come of it be-
cause atheism teaches no good.”

Meanwhile, KQW is as yet un-
decided what to do with the un-

Bing Off 0.2
HOOPERATING of Bing
Crosby transcribed show on
ABC (Wed. 10-10:30 p. m.)
last week was 15.6, a drop of
0.2 below that for his pro-
gram a fortnight ago. Mr.
Crosby’s share of the audi-
ence was 43.2, sets in use
were 36. The Henry Morgan
program, sponsored by Ever-
sharp Schick Injector Razors,
which follows Crosby show,
earned rating of 7.2, drop of
1.0 below rating fortnight
ago. Mr. Morgan’s share of
audience was 26.9, sets in use
26.8.

precedented amount of mail re-
ceived following Mr. Scott’s broad-
cast. The station indicated the mail
may be sent to the FCC along with
a full report on the broadeast.

Video Is Used for First Time
In Completion of Business Deal

FIRST EXAMPLE of what may be
a commonplace occurrence in the
near future, a legally binding con-
tract completed via television, took
place last week when executives of
the Chevrolet Motor Division of
General Motors Corp., in Washing-
ton, discussed and signed a contract
with officials of Allen B. Du Mont
Laboratories, in New York.

Contract, covering a 60-minute
Sunday evening series of video
programs which Chevrolet will
sponsor on the two Du Mont tele-
vision stations, WABD New York
and WTTG Washington, starting
Jan. 12, 1947, was completed by a
closed circuit coaxial cable televi-
sion conversation between the two
groups of principals, in Du Mont
studios in New York and Wash-
ington. Chevrolet was represented
by Nicholas Dreystadt, divisional

e

Drawn for BROADCASTING by Sid Hix

“They’ve been swarming in here since November 5th!”

general manager and General Mo-
tors vice president, T. H. Keating,
general sales manager, and C. J.
French, advertising manager, who
were in Washington to attend a
meeting of Chevrolet dealers in
that city. In New York were Dr.
Allen B. Du Mont, president of the
Du Mont Laboratories, and Leon-
ard F. Cramer, executive vice
president.

Twin Screens Used

Each group viewed twin screens,
one picturing the executives in
New York, the other those in
Washington. When the discussion
was ended and the contracts were
signed, the contracts with the sepa-
rate sighatures were televised at
each end of the circuit and then
were superimposed on a monitoring
panel in New York to produce a
single document with both signa-
tures. The dual picture was re-
corded on film to make a perma-
nent record, by a process developed
by Win Case, vice president in
charge of television' of Campbell-
Ewald Co., Detroit, advertising
agency for Chevrolet.

Commenting on the event, Dr.
Du Mont predicted that “the day
will surely come when heads of na-
tions will be able to talk to and
see each other as clearly and in-
timately as in this experiment. I
envision the day when television
signals will traverse the earth.”

Coast-to-coast television will
mean the end of individual city
meetings for business, Mr. Drey-
stadt foresaw. “I could sit at my
desk in Detroit and dealers
throughout the nation could as-
semble at their nearest television
studio,” he said. “By closed cir-
cuit, such as this, I could discuss
intimately our plans. And they in
turn could present their problems.
Seeing as well as hearing each
other would be of obvious value.”
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Ward’s Billion Dollar Triumph: Radio

Medium Praised as Mail Order
Firm Nears Record Year

By FRED SAMPLE

BILLION DOLLAR sales
A year is in prospect for

Montgomery Ward for the

first time in the 74-year
history of the retail and mail order
organization—a year marked by
the company’s most extensive use
of radio advertising to promote re-
tail store sales.

A record-breaking monthly gross
sales figure of $112,000,000 was
reached in October for the first
time since A. Montgomery Ward
first set up a small mail order store
on North Clark Street in Chicago
in 1872,

With a retail advertising budget
for 631 stores in excess of $6,000,-
000, Ward’s media director, John
A. Martin, by the year’s end will
have placed $942,300 for program
and spot announcement time on
147 stations, 12 of them being the
exclusive medium for retail stores.
An additional $140,000 will be
spent for talent during the com-
pany’s current sales year which
ends Jan. 31,

The vast merchandising organi-
zation spent only $20,000 for radio
advertising over 12 stations in
1942,

The flexibility of radio, coupled
with newsprint shortage, were con-
tributing factors in Ward’s in-
creased radio activities during the
war years—manufacturers turned
to war production with the result
that sufficient supplies for all
stores often were not available,
necessitating frequent and sudden
changes in planned advertising.
Radio offered a more readily re-
vised and effective method of reach-
ing not only Ward’s great urban
trade but the rural customer as
well.

Selectivity Stressed

While a few companies were
buying time
Ward’s carefully selected stations
which offered good coverage of the
retail trade area of a single store

. in many cases the more power-
ful station had to be ruled out be-
cause it covered too many stores,
resulting in the radio listener from
another Ward store area attempt-
ing to find radio-advertised mer-
chandise in his home store and be-
ing unable to do so because the
supply of the item was not sufficient
to go around. Consequently stations
which enjoyed good farm and ur-
ban audiences, particularly in the

SELECTIVITY in choosing radio
markets, plus definite standards
for commercials, has paid Mont-
gomery Ward handsome dividends.
As the 74-year-old mail order house
nears its first billion dollar sales
year, Ward executives are quick to
commend radio for its part in this
success—success that has blue-
printed an even bigger and better
radio budget for next year.

BROADCASTING e

indiscriminately,-

morning and afternoon hours and
which covered one primary trading
area, were selected.

A company noted for its exacting
standards of advertising in news-
papers and catalogs quickly became
equally demanding of dignified yet
effective radio commercials.

Because many of the smaller sta-
tions lost their most competent an-
nouncers to the armed services,
Ward early in the war started to
transcribe twenty spots monthly
for local store use.

Recognizing that a special talent
is required of radio copywriters,
Montgomery Ward employed Mrs.
Mary Edwards to direct the radio
promotional activities and super-
vise the radio copywriting staff.

A radio service book containing

125 to 150 spot announcements of
varying lengths, is issued monthly
to stores using radio and to the
stations.

Copy for special sales events,
holiday features and “hot” item
sales is also prepared for the local
store manager’s use—the company-
approved radio plan leaves only the
merchandising of the advertised
item to the local manager.

No High Pressure

Ward avoids the type of an-
nouncement which public opinion
polls have shown to be offensive to
listeners . . . high pressure selling
and extravagant claims are studi-
ously avoided. Instead, radio copy
is slanted at specific items avail-
able in the local stores with hon-

FCC Will Grant Temporary Low

Power to Rush FM, Says Denny

Above (I to r): Roy Hofheinz, Charles E. Denny Jr., Clifford J. Durr,
Everett L. Dillard. Below (I to r): Rosel H. Hyde, Leonard H. Marks,
Ray C. Wakefield.

TO HELP establish FM as a na-
tionwide service as soon as pos-
sible the FCC will issue special
temporary authorizations for pow-
ers less than those granted, until
high-powered transmitters are
available, Charles R. Denny Jr,
acting Commission chairman, told
a committee of the FM Assn. at
a luncheon meeting in Washington
last week [ BROADCASTING, Nov. 18].

Mr. Denny and three other com-
missioners who attended the FMA
meeting, held Monday, pledged
support of the FCC in encouraging
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immediate operation of FM sta-
tions. The Commission policy on
STA’s was, made known when
FMA members said many permit-
tees have not put their stations
on the air because they could not
obtain high-powered transmitters.

The FCC members explained that
if a station, for instance, is au-
thorized to operate with 20 kw
power but can obtain a trans-
mitter of only 1 kw or even 250 w,
the Commission will issue an STA
for operation at the lower power

(Continued on page 95)

Mr. MARTIN

est-to-goodness facts that the cus-
tomer would normally ask of the
sales clerk when making a pur-
chase. :

Last September when the com-
pany decided to supplement its spot
campaign with a live program,
Ward advertising executives se-
lected Art Baker and His Notebook
for a 15-minute, five-day-per-week
morning time presentation for over
100 stores.

Designed to be a relaxing, dig-
nified and friendly human interest
show, it has only one restrained
general commercial by Mr. Baker
near the middle of the program
and one 45-second break near the
end for local handling according to
the sponsoring store’s merchandise
conditions.

To promote the show in advance
of its opening, Ward and partici-
pating stations employed teaser
spots by other well-known radio
personalities. Tag lines were pro-
vided for regular commercials and
for newspaper ads; special Art
Baker lapel buttons with station
call letters imprinted; a specially-
designed store window with sta-
tion and time identity; a package
stuffer for use in direct mail pieces
and packages, also indicating the
station; paid ads for the newspa-
per’s amusement page; publieity
releases, pictures, photos, mats and
store interior pieces . .. topping it
all as a campaign, the program
was supported by additional sales
spots throughout the day.

Personnel is Briefed

Because company officials realize
the importance of merchandising
within the store the items adver-
tised by radio, store personnel are
advised with each monthly service
book how best to use the announce-
ments it contains . . . repetition of
spots and a limited number of items
advertised daily, a minimum of
minute detail and no great con-
glomeration of price which the lis-
tener finds difficult to grasp char-
acterize the spot campaign,

Although the company’s tremen-
dous increase in sales cannot be
directly attributed to the use of
radio, it is recognized as an effec-
tive supplement to other means of

(Continued on page 86)
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Radio’s War of Ratings Flares Up Again

A. C. Nielsen Hits
Hooper’s Diary
Studies

THE war of the ratings, supposedly
ended last summer when the Coop-

erative Analysis of Broadcasting -

withdrew from the program audi-
ence measurement field and ar-
ranged for C. E. Hooper Inc. to
take over its unfilled subscriptions,
broke out again last week when
A. C. Nielsen launched an attack
against the Hooper plan to aug-
ment its coincidental telephone sur-
veys with diary studies to secure
a nationally projectable rating.

Mr. Nielsen is president of A.
C. Nielsen Co., a research organi-
zation that measures audience be-
havior by a mechanical device
called “audimeter.” When attached
to a radio receiver, the audimeter
records all dial tunings of that set.
Last week Mr. Nielsen issued what

U. S. Court Stays
FCC Night Grant

WQXR - KPMC Win First Round
For Skywave Protection

WQXR New York and KPMC
Bakersfield, Calif., last week won
the first round in their court battle
to prevent FCC from licensing a
nighttime station on their frequen-
cy, 15660 ke, in Chickasha, Okla.

The U. S. Court of Appeals for
the District of Columbia, on Wed-
nesday issued an order on petition
of Interstate Broadecasting Co.,
licensee of WQXR, staying a grant
of the Commission to the Washita
Valley Broadeasting Co. for a 250
w station on 1560 ke in Chickasha
“so far as it authorizes nighttime
operation.”

FCC Order Amended

In compliance with the court
order the Commission amended its
grant, which was for a fulltime
outlet, to daytime only. Argument
on the appeal of WQXR, filed by
Loucks & Scharfeld, was set for
Dec. 10 before the appellate court.

The FCC on Aug. 1 granted the
Washita Valley application without
hearing and subsequently ordered
program tests. Under the amended
order, however, the tests will be
confined to daytime only.

Both WQXR and KPMC Bakers-
field, Calif., also operating on 1560
ke, petitioned the FCC for re-
hearing after the Washita Valley
gran%, but the FCC, denying the
pleas, said that neither station
was entitled to skywave protection.
Both stations appealed [BRoAD-
CASTING, Aug. 26]. Pending before
the FCC is an application for
power increase from 10 kw to 50
kw for WQXR, while KPMC, now
operating with -1 kw, seeks 10 kw.
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he termed a “frank analysis of the
faults and limitations inherent in
a technique which Mr. Hooper is
apparently trying to revive in a
desperate effort to create the na-
tionally projectable ratings which
the industry is now demanding.

“But,” Mr. Nielsen averred, “the
coincidental telephone technique
and the diary are inherently incap-
able of ever providing such rat-
ings. No conceivable combination
of the two techniques can remove
the serious errors inherent in both,
and any combination method intro-
duces some very serious, unsolv-
able problems too complex for dis-
cussion here. The Nielsen Radio
Index is the only known method
which can produce nationally pro-
jectable network ratings on a re-
liable basis. We are very close to
it right now, and our next area
expansion step will take us the
rest of the way.”

The Nielsen letter was evoked
by a booklet on projected ratings
issued by C. E. Hooper Inc. to ex-
plain how diary records kept by
listeners can be used to measure
“the difference pbetween listening in
different places, between different
types of people, in single set com-
pared with multiple receiving set
homes, in big families compared
with small families, in cities com-
pared with towns compared with

farms.”

The booklet declared. . Tt

is not the function of the diary to
measure audiences. The industry
has already accepted the coinci-
dental as a standard unit of meas-
urement.”” The diary-established
differences can be expressed on a
coincidental base, the booklet ex-
plained, so that all measurements
are ‘comparable with the regular
Hooperatings “and life is kept sim-
ple for both buyer and seller.”

Diary Ratings Higher

Diary ratings can be expected to
be higher than coincidental ratings,
even when taken in the same
homes, the Hooper booklet said, be-
cause the base is radio homes,
which is a smaller number than
total homes, used as the base in
the telephone coincidental survey;
the diary measures “total” listen-
ing during a 15-minute period and
the coincidental measures momen-
tary listening, which is smaller;
a diary is attached to all sets in
a home and gets composite listen-
ing of all members of the family;
“the presence of the diary attached
to the radio set, just like the pres-
ence of an audimeter, cannot help
prompting people to listen more
than homes not being sampled.”

Disputing that statement, Mr.
Nielsen denied that the audimeter
affects ‘“either the quantity of lis-
tening or the choice of programs”
because where the diary is “promi-

ATTACK by A. C. Nielsen, presi-
dent of research organization bear-
ing his name, on the plan of C. E.
Hooper Inc., to augment its coinci-
dental telephone surveys with diary
studies to obtain a nationally pro-
jectable rating last week touched
off anew radio’s war of ratings,
which had auieted down last sum-
mer. Arguments made by the,
Hooper organization in favor of its
plan and by Mr. Nielsen in support
of his Nielsen Radio Index are set
forth in the accompanying columns.

nently in sight at all times” the
audimeter is out of sight and sil-
ent; where the diary “requires con-
stant, laborious recording by every
individual in the family” the audi-
meter “requires no action what-
ever on the part of anyone in the
family”; where the work of keeping
the diary makes generous rewards
for the diary families necessary
and continuous use in the same
homes impractical, audimeter fami-
lies perform no service and so re-
quire “only a very nominal com-
pensation and the audimeters can
be left in the same homes con-
tinuously, “thus giving time for
any conceivable effect on listening
to wear off.”

Hooper technique for selecting
diary homes begins with a study

(Continued on page 87)

Nation Celebrates Radio’s

Dealers and Broadcasters
Join in Observing
Annual Event

NATIONAL Radio Week openad
vesterday (Nov. 24) with stations
all over the nation offering special
programs and announcements in
recognition of the 26th anniversary
of broadcasting. Networks joined in
observance of the week, Nov. 24-30,

and messages of congratulation

were received from many persons
prominent in public life.

White House recognition of
radio’s anniversary will be tendered
Wednesday when Arthur B. Church,
president of KMBC Kansas City,
and E. P. J. Shurick, KMBC pro-
motion director, will present Presi-
dent Truman with a leather-bound
copy of the book The First Quar-
ter Century of American Broad-
casting. Presentation will be made
at 11 a. m. :

The week’s events were jointly
arranged by NAB and the Radio
Manufacturers Assn., with the lat-
ter organization taking the lead
in promoting the movement and

preparing packets for use of dis-

tributors, dealers, stations and
other interested groups. RMA al-
lotted $10,000 to finance the week.

Over 30,000 dealers have deco-
rated windows and display rooms
with Radio Week posters. Showings
of new models are under way and
printed advertising carries the spe-
cial insignia designed for the week
along with appropriate promotion
matter.

Others Participate

Special events on the local level
will continue through the week,
including luncheon club addresses
and open house ceremonies. Sta-
tions are staging special broad-
casts and bringing the Radio Week
message to their communities. A
Radio Week script for local use
was prepared by Ben Miller, of
the NAB information department.
It portrays radio’s role in national
life.

Participating in the activities
with NAB and RMA are National
Retail Dry Goods Assn., National
Retail Furniture Assn., National
Music Markets Assn. and National
Electrical Retailers Assn. Many
dealers are using the radio-in-
every-room theme developed by
RMA and slated for intensive pro-
motion next year.

Westinghouse Radio Stations,
under direction of W. B, McGill, ad-
vertising director who has spear-
headed the nationwide Radio Week
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Anniversary

drive, is tieing-in its million-dollar
broadcasting expansion in the
Pacific Northwest with the celebra-
tion. KEX Portland, Ore., is dedi-
cating its new studio facilities dur-
ing the week, with high WRS offi-
cials participating.

Individual anniversary celebra-
tions are being held at WBZ-WBZA
Boston-Springfield, KYW Phila-
delphia, KDKA Pittsburgh and
WOWO Fort Wayne, starting with
special Sunday programs. The
week’s events include network
originations, exchange of greetings
and open-house receptions at stu-
dios and transmitters.

Westinghouse featured the fact
that it has 28 veteran employes
with a total of 549 years’ service
(see photo page 43). WRS Vice
President Walter E. Benoit and
Stations Manager J. B. Conley have
been with the Westinghouse organ-
ization 29 and 21 years respec-
tively.

Nationwide letter contest on the
“What I Think About
Radio” is being staged by the Assn.
of Women Directors under direc-
tion of Alma Kitchell, WJZ New
York, and Dorothy Lewis, NAB
director of listener activity. For
letters of 200 words or less, RMA
is' donating 204 receiving sets, 12

(Continued on page 99)
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A Rarity

Still looking a little bit bewildered at the world,

triplets, a rarity in cow production, pose with their
mother on a farm near Los Angeles. Ma is a 6-year old

Holstein and the rarities are two boys and a girl.

In a lot of ways we’re a rarity in the radio world.
We’re an independent station in a 5-station town. Four
of the stations are network . . . and Baltimore is the 6th

largest city in the country.

But it’s W-I-T-H, the successful independent, that
delivers more listeners-per-dollar-spent than any other

station in town.

BROADCASTING o Telecasting

It’s pretty unusual . . .

but the smart time buyers

who aren’t blinded by the glisten of glamor call letters

. think it’s terrific!

That’s why you’ll find W-I-T-H in the wiser budgets.

How about your list?

, WL T-H-

and WITH-FM

/I

Tom Tinsley, President

Baltimore, Md.

Represented Nationally by Headley-Reed

November 25, 1946 o Page 19



.5

Georgia Institute Hears Story of Radio

Indusiry Expansion

And Peace Role
Are Stressed

STUDENTS attending the Henry
W. Grady School of Journalism,
U. of Georgia, Athens, heard the
story of radio—past, present and
future—last week at the first Geor-
gia Radio Institute, sponsored
jointly' by the Grady School and
the Georgia Assn. of Broadcasters.

They learned first-hand of ra-
dio’s 26-year growth, of a predicted
five-billion-dollar expansion in the
next five years, of radio’s important
part in preserving world peace.

Sessions opened Thursday after-
noon with a business meeting of the
Georgia Assn. of Broadcasters, fol-
lowed by a reception at 5 p. m. for
students and broadcasters. Hosts
were the Sigma Delta Chi, men’s
professional journalistic frater-
nity; Theta Sigma Phi, women’s
professional journalistic sorority,
and Digamma Kappa, honorary
radio fraternity.

Town Meeting’ Program

Dr. Harmon W. Caldwell, Uni-
versity president, gave the address
of welcome Thursday evening, with
Charles A. Smithgall, president of
the broadcasters’ association and
president of the Blue Ridge Broad-
casti1ng Co. (WGGA Gainesville),
responding.

The ABC Town Meeting of the
Air originated on the stage of the
U. of Georgia Fine Arts Auditor-
ium in conjunction with the insti-
tute. Discussing the topic, “How
Can We Avoid a Depression,” were
Sen. Owen Brewster (R-Me.), Re-
tiring Gov. Ellis Arnall of Georgia,
Joseph Borkin, former chief eco-
nomics adviser and attorney in the
Anti-Trust Division, Dept. of Jus-
tice, and James L. Wick, authority
on economics.

Opening Friday’s all-day session
was lan address by Sol Taishoff, edi-
tor and publisher of BROADCASTING,
on “Radio’s Past.” He was intro-
duced by Wilton E. Cobb, WMAZ
Macon.

“You Grady school students have
great opportunities ahead,” said
Mr. Taishoff. He traced the history
of radio in the U. 8., from the early
days of regulation by the Dept. of
Commerce and crystal-set listening,
to the present, touched briefly on
the legislative history of radio and
told how the Government regula-
tory body gradually has extended
its control over broadcasting.

He mentioned some of the “old-
timers” who helped to pioneer ra-
dio—among them Lambdin Kay,
“whose famous and fetching voice
announcing WSB as ‘covering
Dixie like the dew’ is indelibly
etched in radio’s experience.” He
recalled when Frank Mullen, NBC
executive vice president and gen-
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eral manager, was an announcer
on KDKA, when William Scripps
of the Detroit News and WWJ
founded that station in 1920 “while
in knee breeches.”

Recalls Oldtimers

Mr. Taishoff paid tribute to Ar-
thur Church of KMBC; M. H.
Aylesworth, NBC’s first president;
William S. Paley, CBS board chair-
man; Mark Woods, president of
ABC; Leo Fitzpatrick, now part
owner of WGR Buffalo, one-time
announcer on the Kansas City
Nighthawks, and many others.

He lauded Dean John E. Drewry
of the Grady school for his “vision
and initiative” in establishing the
George Foster Peabody Radio
Awards, radio’s first national cita-
tions for merit.

Radio’s progress has been ‘“not
unlike the historic progress of the
press in this country, except that
the press took 200 years to grow
to maturity, and radio, profiting by
precedent, has taken but 25,” said
Myr. Taishoff. He likened radio to
the newspaper and pointed out that
the front page, comics, features,
women’s pages—all have counter-
parts in broadcasting. He predicted
that stations “will assume their
proper role and actually have an
editorial period, labelled as such,
in which the station will express its
opinion on current events, interna-
tional, national and local.”

Urging his listeners to strive to
keep radio free, Mr. Taishoff de-
clared: “If radio’s freedom goes, all
freedoms are lost. That, at long
last, has been recognized by other
free media. Some day, somehow,
Congress or the courts will find
words which will establish simply,
clearly and firmly this credo of a

39

radio ‘as free as the press’.
Willard Sees Expansion

Five billion dollar expansion in
the broadcasting portion of the
electronics field within five years
was predicted by A. D. Willard
Jr., NAB executive vice president.
He foresaw the expansion in these
brackets:

FM—$1,500,000,000 to $2,000,000,000
through construction of 2,000 to 3,000
new stations, with 5,000,000 sets in re-
ceivers’ hands in 1947 and 15,000,000
FM sets within five years.

Television—$2,000,000,000 to $2,500,-
000,000 with 185 to 190 key cities having
television connected by coaxial or radio
relay; 1,000,000 television receivers in
1947 and 2,500,000 in the following three
to five years.

AM—$1,000,000,000 through construc-
tion of new stations (600 applications
are on file); receiver production already
is running 509 above prewar years.

With this industry expansion Mr.
Willard anticipates doubling of
the fulltime personnel, from 26,000
to over 50,000 employes, along with
growth in the group of 26,000 part-
time employes. Physical and per-
sonnel expansion will bring in-
creased program and labor rela-

tions responsibilities, he said.

Observing that set ownership
now averages 90%, he said broad-
casters must increase their audi-
ence by an increase in listening
at all hours of the day and night.
Sales departments must get addi-
tional revenue and universities and
the industry together must train
technicians and program people.

He predicted that within five
years all listeners would be within
reach of five to ten reasonably clear
broadcast signals. Selective listen-
ing will develop, he said, with mi-
nority tastes better satisfied. He
explained that radio’s development
will enhance the need for moderni-
zation of the 1934 Communications
Act.

Industry expansion and addi-
tion of more spectrum space for
broadecasting will provide unlimited
opportunity for those who want to
enter the industry. He voiced hope
that the industry ecan rightfully
challenge many of the governmen-
tal restrictions placed upon it
largely on the basis of scarcity of
frequencies.

Cites Legislative History

Horace Lohnes of the Washing-
ton law firm, Dow, Lohnes & Al-
bertson, discussing “Legal Aspects
of Radio,” reviewed the legislative
history, beginning with the origi-
nal radio act of 1910. He explained
how the FCC has been given juris-

(Continued on page 88)

Concern Over FCC Handling of Reports

Release of WCBM Data
To Rival Arouses

Broadcasters

CONCERN for the privacy of their
confidential reports to the FCC was
aroused among broadcasters last
week after a hearing in which it
was revealed that photostatic
copies of one station’s annual finan-
cial reports, supposedly confiden-
tial, had been released to a rival
applicant without the station’s
knowledge.

Paul D. P. Spearman, counsel for
WCBM Baltimore, whose annual
reports for 1942-45 inclusive were
disclosed to have been sent in pho-
tostatic form to Tower Realty Co.,
another applicant in the hearing,
protested strongly that he had been
served no notice of Tower’s request
for the copies and had had no
chance to appear in opposition to
the request.

Andrew G. Haley, Tower coun-
sel, said he made written request
for the information because certain
questions on WCBM’s application

form were answered merely with

a reference to information already
on file and therefore the informa-
tion was necessary.to make the ap-
plication complete.

FCC Examiner Abe Stein, pre-

siding over the hearing, ruled that
only those portions of the financial
reports which were responsive to
questions in the application form
might be used for cross-examina-
tion,

Protesting release of the infor-
mation without WCBM’s knowl-
edge, Mr., Spearman contended that
if the Commission planned to re-
lease confidential data it should
first have given him an opportunity
to be heard in opposition.

‘No Notice Given’

“No notice on earth was given
to Baltimore Broadecasting Corp.
(WCBM) or to me as their attor-
ney saying any such request had
been made,” he declared.

Three questions in the WCBM
application form were answered
with references to “Form 324”—
financial reports to the Commis-
sion. One related to income for the
last four years; one to bank refer-
ences, and one . asked whether
WCBM had complied with the rule
requiring that reports be filed.

Mr. Spearman contended the ref-
erence to Form 324 in answer to
the request for bank references
was “obviously a typographical
error,” and that in answer to the
third question Form 324 was cited
merely as proof that WCBM had
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complied with the rule. Regarding
the first question, he protested that
Tower asked FCC not just for in-
formation on income for the past
four years, but “for the whole busi-
ness.”

Examiner Stein explained that
FCC Rules Sec. 1.206 provides that
information filed under Sec. 1.341
(annual reports) and network and
transcription contracts filed under
Sec. 1.342 “shall not be open to
public inspection.” A subsection
provides that this and other infor-
mation may “in the discretion of
the Commission,” be opened to pub-
lic inspection “upon written request
describing in detail the documents
te be inspected and the reasons
therefore.”

FCC Explains

WCBM spokesmen interpreted
the subsection to mean that some
affirmative action was required to
make the reports available, and
should have been preceded by notice
to WCBM and an opportunity to
appear in opposition to release of
the data.

Commission authorities told
BROADCASTING that applications are
public records, and that when an
application question is answered
by a citation of information al-

(Continued on page 87)
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out in front

is the right place to be. When it comes to delivering signed

contracts, Weed and Company stays “‘out in front” all year long.

- RADIO STATION REPRESENTATIVES
NEW YORK @ BOSTON ® CHICAGO @ ATLANTA e DETROIT @ SAN FRANCISCO e HOLLYWOOD
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When Rival Media Retaliate on BMB

Counter - Attack of Competition
With ABC Is Envisioned

By FRANCIS N. McGEHEE

IN ALL the uproar about the
Broadcast Measurement Bureau,
no one in radio seems to have asked
the most obvious question:

What are competitive media
salesmen going to do to or with
these figures?

I will tell you.

The first time a radio salesman
stacks a BMB coverage report up
against the ABC statement of a
big-time magazine or newspaper in
competition for a sizable advertis-
ing appropriation, he is going to
get himself smacked down so hard
he will -bounce right up into the
ionosphere.

The industry seems to have for-
gotten that some of the greatest
adveftising salesmen, some of the
most skillful research technicians,
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are not proponents of the philoso-
phy that radio is the greatest ad-
vertising medium in the world.
The brains behind the research
and sales divisions of the Curtis
Publishing Co., Hearst, Seripps-
Howard, American Weekly, This
Week, ANPA’s Bureau of Adver-
tising, ANAN, several big newspa-
pers, and a number of other media
competing with radio will match
anything the industry has to offer
when it comes to technical research
knowledge, resourcefulness, and

advertising sales savvy.
Despite official statements from
Hugh Feltis, NAB, network and

station officials to the effect that
BMB is not comparable to ABC,
the ink had hardly dried on the
first BMB report before the adver-
tising fraternity was seriously try-
ing to use it in a direct compari-
son with ABC. (BROADCASTING No-
vember 4th carries this headline:
“Agency Research Head Finds
BMB Exact Parallel to ABC.” The
italics are mine.)

And in the hard, exacting; some-
times unscrupulous competition out
on the firing line (where the bosses’
institutional mouthings are forgot-
ten in the struggle for existence),
salesmen must be utter realists.

BROADCASTING o

“If,” say they, “BMB isn’t a ra-
dio ABC, then what the hell is it?”

Having delivered themselves of
this euphemism, they will proceed
to forget instructions from the
ivory tower and do with BMB re-
ports what they think the exigen-
cies of their battles for business
demand of them.

They will compare BMB with
ABC. They will contend that net-
work “A” has more family cover-
age than magazine “B,” station
“C” reaches more people than

FRANCIS N. McGEHEE, a busi-
ness and sales promotion consult-
ant, numbers among his clients
such firms as Secripps-Howard
Newspapers Inc., Outdoor Adver-
tising Inc., Douglas Leigh Ine.,
Crossley Inc., Cooperative Analysis
of Broadcasting, Metropolitan Sun-
day Newspapers Inc., The New
York Times, S-M News Co. (Na-
tional Distributors for Reader’s Di-
gest, The McCall Corp., Popular
Science Corp.). His principal ex-
perience therefore has been with
media which compete with radio
for advertising revenues. He has
had sufficient experience in the
brosadcasting field to understand its
problems. His comments on BMB
may be considered, therefore, of
value in that light. Mr. McGehee
wrote an article for BROADCAST-
ING August 28, 1944 on an “audit
bureau of circulation” for radio.

newspaper “D”—“A comparison of
BMB and ABC says so!”

And then, fireworks.

For the position of BMB in any
direct comparison with ABC is un-
tenable, and competitive research
technicians not only are prepared
to prove it, but waiting with wet
lips for a chance to deliver a sucker
punch to a medium which has been
of considerable annoyance (to put
it mildly!) in recent years.

Possible Comeback

Confronted by an advertiser with
the suggestion that an appropria-
tion is going into radio because of
an adverse comparison between
BMB and ABC data, the publica-
tion salesman will . . .

(1) Observe, in a nice way, of
course, that the ABC was organ-
ized—and its administrative poli-
cies throughout its lifetime have
been controlled by—the buyers of
advertising. BMB has been organ-
ized by sellers.

The president of ABC is an ad-
vertiser. The president of BMB is
an ex time salesman. (On such
thin reeds are major media deci-
sions sometimes hung. And the
skillful salesman knows it.)

ABC measures nothing. It simply
audits and certifies to advertisers
that the measurements made by
publishers are accurate and reli--
able. BMB not only does the mea-
suring, it originated the measur-
ing technique, and “certifies” the

(Continued on page 31)
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(as in 1940, before the wartime
suspension of gold mining)

INERS have been extracting mineral riches (an average 45%
of California’s total) from Beeline earth since ‘48 . . . when
the first Mother Lode gold lay in James Marshall’s calloused palm.

Nowadays mining is big business in the area covered by the
Beeline stations. Scientific, modern methods have replaced the pan
and woodcn cradle. Quicksilver, iron and tungsten ores — 60
different minerals — are mined in Beeline mountains and valleys.

That's another reason why this area is a treasure trove of purchasing
power — A TWO BILLION DOLLAR MARKET.

What is the Beeline? Not a chain or regional network but a
group of five long established key stations, each the favorite in its
own community . . . combined for national spot business and
providing primary coverage of a 42 county market that rivals Los
Angeles in population and tops San Francisco and Seattle combined
in retail sales.

The Beeline’s mineral righ mountains define the market . . . wall

it away from effective penetration by outside radio. Beeline stations
— operated from INSIDE the mountain barriers —do a top notch
selling job.

Sacramento, California

Telecasting

NG again will a

l Fauc
 annual buy

....... Eow

Facts for Time Buyers about the
5 BEELINE Stations

Each station in the BEELINE Group (not a network or chain)

is dominant in its community, powered for THOROUGH
COVERAGE. These stations TOGETHER blanket California’s
mountain ringed central valleys, plus Reno and wealthy
western Nevada. Use all 5 at combination rates. Choose
best availabilities on each station without line costs or

clearance problems.
s2o8
KOH

Reno. NBC. Established 1928. The oldest station in
western Nevada. KOH “/delivers” from 86% to 98%

of the Reno audience 18 hours daily. Primary area

. . 630 kc.

Fresno (NBC)
Established 1922

coverage in 12 counties. 1,000 watts .

Bakersfield (CBS)
Established 1931

P

KWe
Stockton (ABC)
Established 1921

KFBEK
Sacramento (ABC)
Established 1922
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Paul H. Raymer Co., National Representative
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‘New’ FCC Hearing Policy Adopted

Applicant Protests,
Suggests Oral
Argument

A “NEW?” POLICY under which
FCC in some instances would put
an |engineeringly non-conflicting
application into hearing with mu-
tually exclusive applications for
that same area was revealed last
week.

The policy, enunciated by the
Commission in an opinion and or-
der designating a 710 kc daytime
application for Paris, Tenn., for
consolidated hearing with 1840 ke
fulltime applications for Paris and
nearby Murray, Ky., brought from
the gpplicant for the uncontested
frequency a -sharp protest, request
for reconsideration, and a sugges-
tion that oral argument be held.

The procedure outlined by the

Commission was similar to that or-
dered, but later rescinded, in the
case of three appqlications for 1050
and 1390 ke at Arlington, Va., and
Silver Spring, Md. [BROADCASTING,
Aug. 12]. FCC sources said it has
precedent in several cases includ-
ing that followed in the Nashville-
Murfreesboro,, Tenn., proceeding,
which drew the ire of Sens. McKel-
lar and Stewart (D.-Tenn.) be-
cause their choice for a grant was
given a denial while a political
enemy won a grant [BROADCAST-
ING, Nov. 11].

In its petition for reconsidera-
tion, the Parisd applicant for 710
ke argued that “unfair and unjust
results” would follow from the pro-
cedure of consolidating electrically
conflicting and non-conflicting ap-
plications in the same communi-
ties, and that in FM it would logic-
ally require the consolidation of

Class A with Class B applications
under similar circumstances. It
contended the Arlington-Silver
Spring and Nashville-Murfrees-
boro cases differed from the Paris-
Murray case in that, at Paris-Mur-

ray, more frequencies are avail-.

able than are being sought.

The case involves three applica-
tions for Paris and one for Mur-
ray. All originally asked for full-
time use of 1340 ke. Subsequently
Kentucky Lake Broadcasting Sys-
tem amended to specify 710 ke,
daytime only, and its application
was removed from the hearing.
Paris Broadcasting Co., then peti-
tioned FCC to put the Kentucky
Lake application back into the
1340 ke hearing.

(Other applicants in the case are
James A. Dick and William W.
Crenshaw trading as Paris Broad-
casting Co., for Paris, and Mur-

... In addition to

the usual musical programs,
Philadelphia’s Outstanding
Full-time Independent Station
features classical music

every morning

from 10:30 to 12 Noon,

and again in the evening

from 10 to 11:30 P.M.

AT T T P P T N T T P e

MUSIC has power—

WDAS is the only Philadelphia

radio station featuring three hours

of classical music every day |

With “*"MUSIC’’ like this,

it's no wonder WDAS audiences have been loyal
for more than a quarter of a century.
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THAT FCC plans under certain
circumstances to give comparative
consideration to applicants for the
same areas even when non-conflict-
ing frequencies are involved was
disclosed last week. The policy
evoked from one of the applicants
in the case in which it was enunci-
ated a protest, a plea that it be
reconsidered, and a recommendation
that oral argument be held.

ray Broadcasting Co., for Murray.)

In its opinion and order approv-
ing the Paris Broadcasting petition
—Comr. E. K. Jett dissented,
contending the non-conflicting ap-
plication should be granted—the
Commission majority referred to
its policy of preferring local resi-
dents over non-residents in dis-
puted cases, and pointed out that
Kentucky Lake was the only Paris
applicant without a Paris resident
among its stockholders.

By considering the applications
for the two frequencies separately,
the Commission “would not be able
to give proper weight to the factor
of local residence in making its
determination between the various
applicants desirous of serving
Paris, Tenn.,” FCC’s opinion as-
serted, adding:

The fortuitous selection by one of
several applicants of a frequency which
is not in electrical conflict with the
other applicants should not require the
Commission to grant the application
without hearing, nor should it preclude
Commission consideration of the factor
of non-residence in the community or
entitle that applicant to prior consid-
eration over the other applicants.

On the other hand, the granting of
the [Paris Broadcasting] petition would
permit, in one hearing, not only a com-
plete study of the needs of the com-
munities involved but also a proper
consideration of the qualifications of
the applicants who seek to serve the
area. . . . Moreover it [FFCC] will hence-
forth employ this procedure in similar
situations, since the Commission feels
that it will ‘‘best conduce to.the proper

dispatch of business and to the ends
of justice.”

FCC authorities said this pro-
cedure would be used only in “sim-
ilar,” not in “all” cases. In view
of FCC’s inclination to distribute
control over the media of mass
communications, spokesmen said, it
may also be used, for instance,
where a non-conflicting applicant
also has newspaper interests and
a grant to him without a hearing
would appear to favor him at the
expense of non-newspaper appli-
cants for the same area.

Explaining the Commission’s
reasoning, they said:

Had Kentucky Lake’s daytime
application been granted without
hearing, non-residents seemingly
would have been given preference
while the two groups of local resi-
dents would have been left to com-
pete for the remaining frequency
not only among themselves but
with a rival application for an-
other community. If FCC then de-
cided that more equitable distribu-
tion of radio facilities would re-
sult from assignment of the fre-
quency at Murray, rather than
Paris, the Tennessee town with its
population of approximately 6,400
would have a daytime station (on
710 kec) while Murray, with about

(Continued on page 77)
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On our twentieth anniversary we pause for a moment of

srateful reflection on the loyalty of those many people
whose confidence in WLAC helped so much to shape our

station’s destiny.

The two decades have passed swiftly and pleasantly for
us and we face the future with the same degree of enthu-

siasm which inspired the start of VWLAC on November 24,

WLAC

Qe L o FC Lyece. v

NASHVILLE'S CBS AFFILIATE REPRESENTED BY THE PAUL H. RAYMER CO.
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Two-stage Preamplifier (Type BA-1A)—ideal for use
as a microphone preamplifier, turntable preamplifier,
booster amplifier, or low-level isolation amplifier. High
gain: 40 db. High output: +10 db. Low noise level: -80
db. Low distortion: 0.5% rms, 50 to 7500 cycles. Isolation
Jactor: approx. 90 db; over 100 db with special Volume
Control Kit. Frequency response: *1 db, 30 to 15,000
cycles. Small size: six units will fit on a 36-B or new
BR-2A shelf!

s

In a matter of seconds an amplifier or power supply
can be connected or disconnected. Guide strips on
the new RCA shelf (Type BR-2A) and guide pins on
plug at back of amplifier assure smooth, rapid in-
stallation. Levers at front hook into slot in shelf and
pull amplifier into place. Sockets on bracket at rear
of shelf permit selfalignment of receptacle with ampli-
fier plug. (Shown is the BX-1A Power Supply Unit.)

e

" Booster Amplifier (Type BA-2A) —A two-stage uni

having applications similar to those for the BA-1A; also
valuable where a high-gain amplifier between announce
microphone and limiting amplifier is required. High
gain: 50 db. Low noise level: -G8 db. Low distortion:
0.75% rms, 40 to 15,000 cycles. Frequency response:
*1.5 db, 30 to 15,000 cycles. Compact: two units can be
mounted on one 36-B or BR-2A shelf. Features plug-in
capacitors and built-in power supply.




The RCA Type BR-2A Shelf fits any standard rack; takes
834 inches of panel space. If desired, however, RCA Type
36-B panels and shelves now in use can be easily adapted

for plug-in amplifier service.

These versatile, multi-purpose units by RCA
will simplify many of your studio setups

S easy to install or remove as an electronic tube! Pull a
lever near the front of the amplifier and the plug on the
rear of the unit is smoothly withdrawn from its socket—
automatically disconnected from the supply voltage. No
longer is it necessary to crawl around to the back of hard-
to-get-at racks and unsolder or unscrew countless connec-
tions. System changes can be made quickly; minutes can be
slashed from inspection, servicing, and testing time.

This new RCA line now includes the four amplifiers and
one power-supply unit shown. Others will be added in the
near future. New, carefully selected characteristics make
these units ideal for a large number of studio jobs.

All units use the same standard plug. To assure maximum
convenience, a new shelf (Type BR-2A) has been designed.
With a few easy changes, however, the conventional RCA
Type 36-B panel and shelf can be used, if desired. The nec-
essary accessories are available for this purpose.

Here, we believe, is a real opportunity to modernize your
amplifier system—a quick, convenient way to get better per-
formance at low cost. New descriptive leaflets are yours for
the asking. Write: Dept. 19-K, Audio Equipment Section.
Radio Corporation of America, Camden, New Jersey.

BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN,  N.J.

In Canada: RCA VICTOR Company lLimited, Montrea!

rogram Amplifier (Type BA-3A)—one of the most
versatile on the market. Ideal as a program, line, or
booster amplifier; a high-level isolation amplifier; a cue-
ing or monitoring amplifier, or a driver ampllﬁer (for
high-power recording amplifiers, etc.). High gain: 65 db
for matching input, 27 db for bridging input. Low noise
level (with maximum gain): —52 db. Low distortion: less
than 0.5 to 1% rms, depending on output level. Fre-
quency response: £1 db, 30 to 15,000 cycles.

Monitoring Amplifier (Type BA-4A) —Designed for op-
eration at microphone levels. High output of 12 watts
is sufficient to drive several speakers or, in some appli-
cations, a recording head. Other uses include applica-
tion as line amplifier for portable and mobile trans-
mitters. High gain: 105 db. Low noise level: -20 db (with
maximum gain); —40 db (with minimum gain). Low
distortion: less than 3% at 12 watts. Frequency response:
+2 db, 30 to 15,000 cycles. : {




Radio Playing a Major Role
In NHA -Tucker Lease Story

RADIO FIGURED prominently in
the Washington question of who
did what to whom in connection
with the National Housing Admin-
istration’s lease cancellation of the
Chrysler-Dodge plant in Chicago,
while threats of libel suits were
made on all sides and two Congres-
sional committees and the Dept. of
Justice began investigations.

In the limelight as BROADCAST-
ING went to press were these radio
personalities: Fulton Lewis Jr.,
MBS commentator who, on his Nov.
13 broadcast, broke the story that
made page one headlines in Wash-
ington dailies the following day
[CLosEDp CircuiT, Nov. 18]; Drew
Pearson, ABC commentator; Theo-
dore (Ted) Granik, attorney, con-
ductor-moderator of the American
Forum of the Air on MBS, Wash-

ington FM grantee and AM appli-
cant; Earl Godwin, ABC commen-
tator, and Edward M. Kirby, pub-
lic relations counsel, former NAB
Director of Public Relations, war-
time chief of the Radio Branch,
War Dept. Bureau of Public Rela-
tions and AM applicant in Nash-
ville.

Mr. Lewis started Washington
buzzing and newspapers probing
when he related the story of how
National Housing Administration
had cancelled a lease originally
given the Tucker Corp. on the Chi-
cago Chrysler-Dodge plant by War
Assets Administration to manufac-
ture Tucker ‘“Torpedo” " automo-
biles. He mentioned a “mystery
lawyer” and ‘“influence” at NHA.
Washington newspapers played the
story Monday, quoting Preston

Tucker, president of the corpora-
tion bearing his name.

On Sunday night, Nov. 17, Mr.
Pearson identified the “mystery
lawyer” as Ted Granik, but said
the Forum moderator had conduct-
ed himself as a good lawyer, had
nothing to hide.

Immediately after the Pearson
broadecast Mr. Granik, who mean-
while had retained Mr. Kirby as
public relations consultant, issued
a prepared statement outlining his
negotiations with Mr. Tucker. He
said he had a “written retainer” in
which the Tucker Corp. agreed to
issue him 8% of its stock and pay
him $3,000 per month for legal
services.

Instructed Attorney

Mr. Granik said he had instruct-
ed his attorneys “to take necessary
steps to collect the sums which are
due to me from Mr., Tucker, his
associates and the Tucker Corp.
for services performed, according
to the contract, and I have also in-

Yes, 3V billion dollars, that’s 72% of Northern
California’s effective buying income.

ONE COLUMBIA STATION

 SERVES THEM ALL!

KQW is the only Columbia station serving this
important 14 county San Francisco-Oakland Bay Area

Market.

K QW for Columbia delivers this rich compact area

...at less cost.

/
EXCLUSIVELY ¥~
Delivers the Columbia 14 County

San Francisco-Oakland Bay Market!

Represented Nationally by Edward Petry & Co. Inc.

Pacific Agricultural Foundation, Ltd
San Jose, California

e 740 on your dial

~~  San Francisco Studios
Palace Hotel
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Whistle Stop

HE DIDN'T win, but Dise
Jockey Fred Wood of WSNJ
Bridgeton, N. J.,, put on a
whirlwind gag eampaign,
during the recent elections,
for Mayor of Carll’s Corner.
The m.c. of the four-hour
nightly record show, Wood-
chopper’s Ball, had a com-
plete campaign with posters,
stickers, speeches, spot an-
nouncements and ‘“the
works.” He received a sur-
prising number of write-in
votes on ballots cast in South
Jersey. Incidentally, Carll’s
Corner is a highway intersec-
tion where WSNJ’s studios
and transmitter are located.

structed them to commence suit
for libel.”

On Monday afternoon Mr. Tucker,
at a news conference in the May-
flower Hotel, Washington, issued a
prepared statement in which he
said, among other things: “I have
never stated that Mryr. Theodore
Granik approached me at any time
to offer his services. . .. Mr. Granik
implied important Government and
financial contacts and showed me
letters from persons who had ap-
peared on his American Forum of
the Air, including Senator Wag-
ner, President Truman and Nelson
Rockefeller.”

Elsewhere the statement said: “I
have stated repeatedly that I do
not charge Mr. Wilson Wyatt or
anyone in his office with eollusion,
and at no time have I said that Mr.
Granik claimed he could have such
action stopped through his influ-
ence with NHA or by any other
means. I repeat that his actions
gave me that impression, how-
ever.”

Mr. Tucker told correspondents
he planned to go before the “Dis-
trict Bar Association” to “explore”
the possibilities of filing disbar-
ment proceedings against Mr.
Granik,

Following the Tucker news con-
ference Mr. Godwin on his ABC
commentary Monday evening re-
ferred to the story, said Mr. Granik
had tried unsueccessfully to gain
membership in the Congressional
Radio Gallery, was turned down
because he was not a fulltime
working newsman,

Mutual officials meanwhile called
a meeting of executives in, New
York on Monday. There had been
reports of threatened suits against
Mutual by various persons whose
names figured in the story. On
Monday night Mr, Lewis clarified
his earlier broadcast.

ATC Promotions
RICHARD J. BOYLAN, director
of purchases of American Tobacco
Co., New York, for 20 years and
secretary of the firm since 1928,
has been elected vice president of
the organization. John W. Hanlon,
assistant secretary, has been elect-
ed secretary, replacing Mr. Boylan.

Telecasting



B »
\ B‘omotzon

produces

prosperity

® Ceres, goddess of growing
things, was regarded by the
ancients as the symbol of fertility.
It was on her they relied for an

over-flowing horn of plenty.

In the modern Baltimore,
the letters WCBM are a symbol on
which time buyers have long relied
for definite results. WCBM stands

for an assured means of positive

sales promotion in Baltimore, one
of America’s most fertile, growing
markets. Are you getting your

share from this horn of plenty?

E
cagffer
PERKING

Baltimane's Listening Habct

~Wesm

MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.
Exclusive National Representatives

V‘

»

John Elmer, President George H. Roeder, General Manager
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in 1945 Retail Sales Gain over 1939

p Source: The Market Data Book, 1946, Consumer Markets Edition
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“Binghamton 90%
Syrucuse 85% WINR tells your story to the

Niﬂg(ﬂ'u Falls 83 % 225,000 people in the Triple Cities
' area — Endicott, Binghamton and
Buffalo 75 % ~ Johnson City —where only one other
Rochester 62% station can be heard —a rich,
depression-proof market which en-
henectady 61
Schenecta Y 6 % joys the third highest average annual
N. Y. Stute 60 % individual income in New York State Vi /) Blnghamfon,
BrOOklyn 59 % —the highest of all cities of 75,000 (I ‘,,',/' New York

and over.

Troy 55%
Utica 50%

Llong Island
City 50%

Pafy_oyl/wtqmlf//f

NBC in the Triple Cities — Endicott, Binghamton, Johnson City

DAVID CARPENTER, General Manager HEADLEY-REED, National Representatives

Page 30 ® November 25, 1946 BROADCASTING e Telecasting



McGehee

(Continued from page 22)

accuracy of the measurements.

(2) He will take a BMB station
coverage map, mail ballots into
the territory on the basis of BMB’s
distribution formula—and get a
different answer from what is
shown by BMB reports. He will
use BMB’s technique, identically.

Or, better still, he will induce
the advertiser to test the system
this way. He can gamble on the re-
sults. When the ballots come back
from the field, some scrawled in
pencil, some patently frauds, the
odds are that he will have concrete
evidence that all strata of the pub-
lic eannot be relied upon to fill out
mail ballots intelligently, com-
pletely, accurately—and that any
research system which depends for
its validity upon the intellectual
capacity of the general public is
doomed to inaccuracy.

Use Radio’s Quotes

(3) If that is not the “con-
vincer,” he will go to the radio in-
dustry itself for more ammunition.
No sales strategy is more effective
than that which loads a salesman’s
guns with the other fellow’s bul-
lets. Among the supply of fireworks
he will find in the radio trade press
and other sources, he will exhume
WNEW’s magnificent, technically
sound, experimental study of the
BMB research formula (1944). He
will quote directly from this study
to prove, among other things, that
“The mailed ballot inflates station
circulation. People who are inter-
ested in the subject of a mailed
questionnaire are more apt to an-
swer it than are the disinterested.”
(BMB brushed off this one. It will
live to haunt ’em!)

(4) The advertiser may say,
“But, didn’t Paul West, and Fred
Gamble, and D. E. Robinson,
George Gallup, Robert Elder, Don-
ald Stettler, and a host of others,
and the AAAA, and the ANA, put
their stamp of approval on this re-
search method?”

And the salesman will say, “I
do not arpue with God. But I
wonder if any of these people
would, in their own businesses,
base a major decision upon the re-
sults of a mail survey. Certainly,
I see no inclination on the part of
professional researchers who have
approved the BMB method to fire
their personal interviewers and go
into the mail survey business in a
big way.”

(5) But if all this is of no avail,
the salesman and his publisher,
can and may go to advertisers with
this proposition: “You evidently
agree with the radio industry that
BMB is directly comparable to
ABC. In any event, you seem satis-
fied to measure the circulation
values of printed media and radio,
in a general way, at least, on the
basis of ABC vs. BMB.

“We therefore propose to dis-
band the ABC, and substitute the
far less expensive BMB circulation
measurement. You’ll get all the in-

BROADCASTING o

Mr. McGEHEE

formation you seem to need, and
we’ll save a lot of money.

“The primary base from which
you estimate station circulations is
this question:

‘List below: the Call Letters
of all Radio Stations which
you or someone in your family
listen to at home AT ANY
TIME.

“WE propose to send ballots to
the same families, by the same re-
search method and tabulating sys-
tem, with only a minor change in
the base question:

‘List below: the Names of
all Magazines which you or
someone in your family read
at home—AT ANY TIME’.”

I don’t think advertisers would
want this to happen.

I don’t think publishers, nor the
radio industry, would want this to
happen.

But, it could happen.

PROPER INSTALLATION

OF TELEVISION URGED

PROPER INSTALLATION of
television sets in the homes of pur-
chasers and instruction of these
new owners in the operation of
their video sets is ‘“the greatest
immediate problem facing televi-
sion’s advance,” Irving Kane, pres-
ident of Viewtone Television & Ra-
dio Corp., said last week at the
company’s weekly dealer instruc-
tion series in television.

Declaring that the number of
dealers with sufficient knowledge
to make good installations is still
“far too few,” Mr. Kane pointed
out that no video set can be better
than its installation. “A set that
successfully passes the rigorous
tests in the factory is useless un-
less properly installed in the
home,” he said.

“Today,” Mr. Kane stated, “the
mass-produced television set is
ready for the public. However, it
is a sensitive instrument and can
not be handled like a package item
across the counter. Dealers must
prepare themselves to follow up a
sale by proper installation and
service to keep a customer satis-
fied.”

Telecasting

Free Radio Needed
Says U.S. C.ofC.

Unshackled Media Stressed

In Released Booklet

VITAL elements in the American
economic system are freedom of
radio and the press, the U. S.
Chamber of Commerce states in a
booklet “The American Competi-
tive Enterprise System,” published
last week.

“The American principle of de-
termining merit and deciding poli-
cies through this interchange of
opinion and experience has served
to single out those measures hav-
ing the largest promise for worth-
while achievement and to advance
them to general adoption,” the
booklet says.

“In a socialist or dictatorial re-
gime of abridged freedom of speech
and of press, of predetermined
economic action, and of prescribed
education, these valuable springs
of progressive thought and action
are dammed up at the source. That
these freedoms have flourished
most freely under the competitive
enterprise system is not acciden-
tal.”

Part of Our System

Reviewing progress under pri-
vate initiative, the booklet de-
scribes “radio with its diversified
bill of fare,” as one of “the items
which our economic system has
taken from the realm of luxuries
and of undreamed-of conveniences
and placed within the reach of the
average citizen of present-day
United States.”

As to political freedom, the book-
let recalls that foreign govern-
ments, in taking over major indus-
tries, also took over radio, news-
papers and other publications.
“Without controlling thought and
ideas, a centrally-planned and op-
erated economic system cannot be
made to function effectively,” these
governments argued.

William XK. Jackson, Chamber
president, in a statement accom-
panying the report, said: “The
American people plainly have
spoken in favor of the free enter-
prise system. That system has
given this country the highest
known standard of living. The pro-
ductive capacity of American en-
terprise was the decisive force for
Allied victory in the World War I1.”

Hulten Elevated

CHARLES M. HULTEN, deputy
director, Office of International In-
{formation & Cultural Affairs, State
Dept., has been named deputy to
William Benton, Assistant Secre-
tary in Charge of Public Affairs.
Also, G. Stewart Brown moves
from assistant director in charge
of areas, OIC, to former Hulten
post; William R. Tyler, -chief,
Southwestern European Branch,
European Area Div., OIC, succeeds
Mr. Brown. Mr. Benton and Spe-
cial Assistant John Howe left
Nov. 15 for Paris to attend the
UNESCO meeting.

WRR and KFJZ

TEXAS’ BEST RADIO BUY

The birds are in the bag
when you level down for a
sure shot at this Billion
Dollar Texas Twin Cities
Market . .
price, at

. twice for one
simultaneous or

separate hours.

It's double-action coverage
with these two 5000 watt
stations, because the domi-
nant Dallas and Fort Worth
Markets are molded into
one vast market with the
established “pulling power”’

of WRR and KFJZ.

Compare the value of this 2 for
1 price combination and you'll
choose WRR and KFJZ.

TEXAS BEST RADIO BUY

o) L

TWO STATIONS FOR ONE PRICE

REPRESENTED BY

WEED & CO.

BOSTON
ATLANTA
HOLLYWOOD

NEW YORK
DETROIT
CHICAGO

November 25, 1946 o ‘Page 31



EVEN GODWIN DOESN'T

HAVE SOAP, IT SEEMS

ROBERT M. MENAUGH, superin-
tendent of the House Radio Gal-
lery, seldom misses Earl Godwin’s
commentaries on WMAL Washing-
ton. When he turned on the radio
the other day, explaining to 3-year-
old Judy that “Mr. Godwin will tell
us about everything,” Judy in-
quired: “Will he tell us where to
get some soap, daddy?” The Me-
naugb family, like scores of other
capital residents, was soapless.
Mr.~ Menaugh next day told the
commentator about it. Mr. God-
win thought it was a good human
interest story and he told it on the
air the next night. Before his pro-
gram was finished the Menaugh
telephone rang. A neighbor offered
a bar of soap. Again it rang. An-
other offered a box of soap flakes.
And so on until the Menaughs had
been offered several cakes of soap
and boxes of washing powders.
Mr! Menaugh called Mr. Godwin

Phipps Seeks FCC Permit

For New Florida Station

JOHN PHIPPS, owner of WTAL
Tallahassee, Fla., station, licensee
of the Capital City Broadcasting
Corp., of which he is sole stock-
holder, has application pending be-
fore the FCC for a new standard
broadcast station at Marianna, Fla,

Mr. Phipps is president of the
Westbury Securities Corp., which
handles securities for the Phipps
Estates, and is the grandson of the
late Henry Phipps who, jointly
with Andrew Carnegie, founded U.
S. Steel Corp. He is also director
in the following corporations: W.
R. Grace & Co., Corn Exchange
Bank & Trust Co., Ingersoll-Rand
Co., Canadian International Paper
Co., and Bessemer Trust Co.

to thank him for the plug. Said
Mr. Godwin:

“Confidentially, Bob, if you've
got an extra cake of soap I could
use it.”

National Representative:

THE KATZ AGENCY, Inc.

eq[n al éome/

Home is the place to sell your prospects.
. . . For almost every product is designed
for use in or around the house. . . . In
the Nashville area, the heart of the
market is in its 335 thousand homes. . . .
Families here spend almost 10 million dol-
lars each year just to furnish these homes.
. . . Start your sales campaign now for a
. . And the

way to reach your best prospects is via

share of this rich market. .

WSIX—when they are at home tuned in

to our popular and varied programs.

AMERICAN e MUTUAL
5,000 WATTS 980 KC

o

WSIX gives you all three: Market, Coverage, Economy
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PLANNING for the new KARV Mesa, Ariz. station, to go on the air

late this year are (1l to r): John C.
McPhee, part owner and general
manager; Will Durant, author-phil-
osopher; Bill Pursley, president of
Phoenix Advertising Club; Rabbi
A. L. Krohn; James Stewart, di-
rector of Phoenix Town Hall.
KARV will broadcast Phoenix
Town Hall lecture series when the
station goes on the air. It will be
on 1400 ke, 250 w, using Western
Electric equipment. Mr. McPhee is
president of the Arizona Press
Club, and has been active in radio
since 1921, with the opening of
WJAF Muncie and WFBM Indi-

anapolis.
FAX IS DISCUSSED
IN ‘POST’ ARTICLE

FACSIMILE broadcasting “has
developed fast but with curious re-
sults,” Robert M. Yoder writes in
an article, “Will Your Newspaper
Come by Radio?” in the Saturday
Evening Post for Nov., 23. “The
equipment for facsimile,” he states,
“is considerably ahead of the plans
for utilizing it.”

Describing the postwar facsimile
system, Mr. Yoder says that the
first message sent over it might
appropriately have been “It’s won-
derful but what good is it?” He
continues: “For home printing ar-
rived bringing a wagonload of
questions; it is something as if the
violin had been built before there
were any violin players. Only the
broad possibilities are clear and
they are subject to a host of ‘ifs.’

“A newspaper so printed and dis-
tributed would have no need for
the giant presses now used or the
pressmen; no need for linotypes or
for any type, unless the original
editions are set in type; no need
for the fleets of trucks which now
distribute the papers; no need for
newsboys and corner newsstands.
But who pays for the receiving sets
in subscribers’ homes? . . . The en-
gineering, as is so often the case in
this off-phase century, is several
laps ahead of the economics.”

Telecasting
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Vhat de you like on your Farm P
SEND THiS CARD
AMOS KIRF

30,000 QUESTIONNAIRES distributed by WCAU at the Fairs

told Amos Kirby what farmers want en a farm pregram.

VWCGAU goes direct to the farmer,
by helicopter! At the HReading
Fair at Reading, Pennsylvania,
and the New Jersey State Fair
at Trenton, Amos Kirby met and
talked to thousands of the
farmers who follow his word
on the WCAU “Rural Digest”
6:50-7 A. M. Monday through
Saturday. This is another ex-
ample of the lengths to which
WCAU goes to build audience
through helpful service . ..

VWGAU

50,000 WATTS * CBS AFFILIATE

PHILADELPHIA’'S

LEADING RADIO

INSTITUTION
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Soap Avadilability at Increased Cost
Seen Altering Theme of Air Messages

SOAPS, always among the most
heavily radio-advertised products,
may be given even more extensive
radio promotion in the months to
come, now that the soap manufac-
turers are faced with the problem
of explaining drastically increased
retail prices to housewives.

It was repeatedly pointed out,
however, that not enough time has
elapéed since the removal of ceil-
ings 'on soap produets for specific
plans to be made. Despite the fact
that soap makers can now increase
their prices to compensate for the
increases in their costs for mate-
rials and labor, there is still a lack
of fats that will keep the soap
shortage with us for some time to
come, and that will also have its
effect on advertising.

One immediate effect of the lift-
ing of ceilings on soap prices was a

quick change in the Procter &
Gamble Co. spot ecampaign for
Dash in the West to eliminate the
jingles to “Buy Dash and Save
Cash,” which seemed hardly in
keeping with a 609% price rise.

It is reported that another im-
mediate effect of the ceiling re-
moval was to halt copy changes
from soaps to detergents and-other
“soapless soaps” on the part of
several companies. Where such a
change had been made, as in the
case of Colgate-Palmolive-Peet Co.,
which had switched its radio spot
copy from Supersuds to Colgate
Dental Cream, it is believed that it
may be changed back and the spot
schedules maintained. Supersuds
agency, William Esty & Co., said
however that it has as yet received
no directions for any changes in
the product’s radio advertising.

PR PR e ey

NEW STUDIOS of KWK St. Louis
are to be located in the former Mis-
sissippi Valley Trust Co. Bldg.,
bought for $100,000, Robert T. Con-
vey, station president, announced.

FCC Decrease

FCC EMPLOYES dropped from
1,377 in August to 1,374 in Sep-
tember, Joint Economy Committee
of Congress reported Nov. 15. Fed-
eral employment decreased 1,168,-
810 in 13 months. following V-J
Day.

RIGHT IN THE MIDDLE. ..

OF BIG THINGS!

COME AN’ GET IT... your share of this husky $167,-
892,000 annual income from dairying, grain, wholesale
and retail distribution, oil, poultry, and cotton—a mar-
ket generously fed by KFYO’s super programming and
coverage facilities. KYFO is the ONLY station domi-
nating this rich market with a consistent clear signal!

AFFILIATED WITH

VOICE OF THE
SOUTH PLAINS OF TEXAS
1140 ON THE DIAL

250 WATTS

LUBBOCK, TEXAS

1340 KILOCYCLES

A5

TAYLUR~HOWE -SNVWUE N
— .

LONE STAR CHAIN

AMERICAN
BROADCASTING CO.
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Randau Quits Post
With Field Group

John J. Padulo Takes Over
As His Successor

CLEM J. RANDAU, director of
Field Enterprises, and right-hand
man to Marshall Field, multimil-
lionaire merchant, publisher and
broadcaster (WSAI WJJD KOIN
KJR) resigned his position Nov. 16
to pursue what he declared were
“certain other plans which I have
been unable to advance while giv-
ing full time to The Sun.”

* In making known his severance
with The Chicago Sun and other
Field interests, Mr. Randau waited
until the shock of the wholesale
housecleaning on its staff (Bascom
Timmons, Washington bureau chief,
Warren Brown, sports editor, 144
others) had subsided.

In announcing Mr. Randau’s
resignation, Mr. Field, on page 2
of The Chicago Sun, said he “re-
gretted” Mr. Randau’s departure.

“His work has contributed great-
ly to the progress made by The
Sun. He was also largely responsi-
ble for acquiring and building up
our radio stations,” Mr. Field de-
clared.

The Chicago publisher said Mr.
Randau had “sometime ago” ex-
pressed a desire to resign but that
he had agreed to remain while cer-
tain planned organizational
changes, now effected, were being
carried out.

Mr. Randau’s successor will be
his assistant, John J. Padulo, who
joined The Sun in 1941 as comp-
troller and was appointed his as-
sistant in 1945,

Mr. Randau joined The Sun in
1942 and in 1944 became vice presi-
dent and director of Field Enter-
prises. Prior to that he was vice
president and general business
manager of UP,

While Mr. Randau said he was
not yet ready to announce his fu-
ture plans, he told BROADCASTING
it “may well include” an interest
in radio.

CBC Is Taxed

TORONTO CITY COUNCIL has
decided to ask the CBC to pay
taxes on its properties in Toronto,
Mayor Saunders of Toronto has
announced. Government property
is tax exempt in Toronto, but with
tax exempt property growing an-
nually, city council has decided to
look into taxing some government
corporations. CBC is assessed for
$140,000 on its property at 354
Jarvis St., where national pro-
gram, commercial, station rela-
tions, publicity and other offices
are maintained as well as studios
of CBL and CJBC and Dominion
and Trans-Canada network key
station distribution system. CBC
also has a $74,000 assessment on
land bought a number of years ago
for future building, and which it
Js understood it has not yet finally
decided on using for broadcasting
center.

® Telecasting
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No party lines or politics where this Mayor is concerned
. . . everyone likes — and most everyone in Eastern lowa
listens to The Mayor’s plain, down-to-earth philosophy and
native humor — especially when the words are spoken by
so eminent a personality as Lionel Barrymore. Yes, Eastern
lowa likes "good radio” that's why more people ™ listen to
WMT than any other station. Eastern lowa’s No. 1 station
is your No. 1 buy in the best market of a great state —

Member of the

at the lowest rate per radio family. Get all the facts —and
Mid-States Group

get on WMT. Contact your KATZ AGENCY man at once!

*WMT has a GREATER population within its 2.5 MV line than any station in lowa.
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Fight on Exception Clause Pressed

Segal’s Plea Expanded
As WGAR-WADC
Case Is Argued

FCC, sitting en bane, was told
anew last week that it should elim-
inate any proviso or exception
clause from its AM multiple own-
ership rule (Sec. 8.35).

Paul M. Segal of the Washing-
ton law firm of Segal, Smith &
Hennessey, whose petition to amend
the rule is pending before the Com-
mission [BROADCASTING, Oct. 28],
expanded his plea for amendment
during oral argument on the
WGAR Cleveland-WADC Akron
case for 50 kw on 1220 ke.

In a supporting brief, Mr. Segal
argued that the duopoly rule in
its present form “is contrary to
the policy of free competition”; is
“void because of its uncertainty
and is destructive of the adminis-

trative process,” and is not “in ac-

cord with FM and television regu-
lations on multiple ownership.”

Philip J. Hennessey Jr., Mr. Se-
gal’s law partner, supported the
amendment bid in the course of
argument on FCC’s proposed deci-
sion on the now-famed Ashbacker-
Fetzer case, heard in the same ses-
sion Wednesday. Mr. Segal ap-
peared for WADC, in whose behalf
he also filed the petition to strike
the exception clause from the duo-
poly rule; Mr. Hennessey appeared
for Ashbacker Radio Corp. (WKBZ
Muskegon, Mich.).

In its proposed decision on the
WGAR-WADC case the Commis-
sion had held that other factors
outweigh common ownership and
overlapping service of WGAR and
WJR Detroit and justify a grant
of WGAR’s application for 50 kw
on 1220 ke and denial of WADC’s

request for the same assignment
[ BROADCASTING, Oct. 14]. Similarly,
FCC proposed to grant Fetzer
Broadcasting Co.’s application for
a new 250 w Grand Rapids sta-
tion on 1230 ke (WJEF) and to
deny WKBZ’s bid to change to that
frequency, despite overlap between
WJEF and Fetzer’'s WKZ0O Kala-
mazoo [BROADCASTING, Sept. 23].

Network Factor

Louis G. Caldwell of the Wash-
ington firm of Kirkland, Fleming,
Green, Martin & Ellis, appearing
for WGAR, and Percy H. Russell
Jr. of the same firm, for Fetzer
Broadcasting Co., insisted that
FCC’s proposed decisions in the
respective cases were correct and
that waivers of the duopoly rule
were justified by the facts.

Mr. Caldwell noted that Mr. Se-
gal’s remarks included no mention
of the “Blue Book issue” on which

A Note on

Buying P

Cash farm income in North and South Dakota was 22 per cent* higher
during the first seven months of 1946 than in the same period of 1945, when
all previous records for farm income were broken.

Tremendous Government payrolls will further swell buying power in the

Daketas, as work progresses on the giant Missouri Valley development projects—
a development calculated to cost six billion dollars w1thm the next few years.

Folks here in the Northwest are among the nation’s most prosperous—and

their prosperity is growing faster than in any other region of the country.

For over twenty-one years the people of the Great Northwest have been

turning to KFYR for the best in service and entertainment.
can reach all of them at once.

Blair man will give you the whole story.

*Compared - Wlth a Nattonal average increagse of 59,.
(Federal Reserve Bank Review—OQctober, 1946)
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No other medium

No wonder, then, that more and more adver-
tisers are turning to KFYR. There are still a few availabilities open.

Any John

KFYR Bismarck, N.D.

5000 Watts Day and Night

NBC Affiliate

550 Kilocycles
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Sheaffer on CBS

W. A. SHEAFFER PEN
Co., Fort Madison, Iowa,
Jan. 11 starts sponsorship of
The Adventurers’ Club on
full CBS network, Sat. 11:30
a. m.-12 noon. New program
replaces Giwe and Take
show sponsored by Chef Boy-
Ar-Dee Quality Foods.
Agency for Sheaffer is Rus-
sel M. Seeds Co., Chicago,
while MecJunkin Adv., Chi-
cago, handles Chef Boy-Ar-
Dee.

it has been speculated that he will
base a court appeal if the proposed
decision is made final. One of the
factors contributing to the decision
favoring WGAR was that WADC
planned to broadcast the entire
schedule of CBS, which FCC felt
would make the station a “conduit”
for network programs.

Asked by Comr. C. J. Durr
whether he felt the Commission
should not consider the past or
proposed programming of either
station in deciding the case, Mr.
Caldwell said his position on the
Blue Book was “well known” but
that if it were made a yardstick in
other cases it should also be applied
in the WGAR-WADC case.

Mr. Segal contended that the
proviso clause leaves the multiple
ownership rule “meaningless” be-
cause it says, in effect, that “public
interest, convenience and necessity
forbid multiple ownership unless
public interest, convenience and
necessity require it.”

Comr. E. K. Jett took exception
to his reference to the rule as
“meaningless,” and pointed out
that Cleveland and Detroit are
separate metropolitan areas and
that there are other stations in
Cleveland besides WGAR and
others in Detroit besides WJR.

Mr. Segal said it is “more
vicious”
permitted to operate two stations
in contiguous areas; asserting that
thereby they secure more coverage
than would be possible with a single
50 kw station.

Favors Separation

Asked by Aecting Chairman
Charles R. Denny Jr. whether he
would require separation of owner-
ship of WGAR and WJR even at
their present power -assignments,
he replied, “Yes, I would—not that
that’s my business.”

When Mr. Denny suggested that
the Commission has been “more
lenient” in its interpretation of the
multiple ownership rule regarding
instances of common ownership
that existed when the rule was
adopted than with “new situa-
tions,” Mr. Segal suggested that
greater leniency should not be
granted simply because an appli-
cant has an “investment.”

“Visceral” rather than “intellec-
tual” - regulation, he added, leads

(Continued on page 40)
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PHILADELPHIA LANDMARK
JOINS KYW’s PARADE OF PROMOTION

To untold thousands of Philadelphians, this huge Westinghouse “spectacular” — 2000
square feet of brilliant neon display at 30th and Walnut Streets — is a sight as familiar

as City Hall clock.

186 feet long, it's the largest sign of its type in the country. And now, something new has
been added! llluminated letters 8 feet high.. added to celebrate National Radio Week. .
now advise Philadelphians to “LISTEN TO KYW.”

And they do!

They listen because hard-hitting, day-and-night promotion keeps this great station fore-
most in the mind of the radio audience. They listen to KYW for nationally popular NBC
programs. They listen for locally famous KYW presentations. . such as the “Musical Clock,”
“Music from the Theatre,” “Lunch Time with a Punch Line,” to name a few that are way
out front on Mr. Hooper’s list.

If you want results in the Nation's third market, listen — to the man from NBC Spot Sales.

He can tell you all about KYW’s audience and availabilities.

] Help Celebrate NATIONAL RADIO WEEK, November 24 30
K Westmghnuse Radio Stations Inc &
PHILADELPHIA WBZ "WBZA KDKA WOWO KEX KYW 4 .

50,000 WATTS “National Representatives, NBC Spot Sales—Except for KEX « For KEX, Paul H. Raymer Co.
25 Years Young in 1946 ' 0
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Broadcasting’s Greatest
Advancement In
Transmitter Economy for

Local AM Stations

HIGHES.T quality AM performance at lowest possible operating
cost—these are key features of General Electric’s new 250-watt

AM Transmitter.

In designing the BT-20-A, G-E engineers have pooled the vast
facilities of General Electric to give standard-band broadcasters an
economical transmitter with every electrical and mechanical feature
worth its cost. Circuits are simplified. Gadgets and tricks are elimi-
nated. Numbers and types of tubes are reduced—yet performance
of the BT-20-A matches that of high-power transmitters.

Ask your G-E broadcast sales engineer for the facts or write to
the Electronics Department, General Electric Company, Syracuse1, N. Y.




- Rear view of the o
BT-20-A with door‘open

b cry tol oscnllotor cmoms new level
Oscdlotor uses duphcate

. TRANSMITTERS
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(front view of fransmltter)

'Greater Program and Personnel Protection

Modern, high-speed overload relay - protection
system similar to transmitters of high power * Quiet
air blower reduces ipternaj tabinet temperature -
Filter eliminates trouble-causing dust « Electric door
interlocks and ‘mechanical grounding switches for

- greater personal sdfeix.

Greater Operating Economy

Substantial savings'in power bill (measured power ..

input only 1300 watts at average program level;
only 1550 watts at 100.per ‘cent modulation) with
figures that invite"comparison + -Forced air-cooling
and cledn. interior cuts maintenance  + Lower
"tube replacement costs.

ANTENNAS

VEI. ECTRONIC TU»BES .

Greater Accessibility

Easy-to-get-at with modified vertical chassis con-
struction - Full-length doors, front and rear -
Completely self-contained with power supply and
antenna matching network and harmonic filter *
Compact space-saving design; only 75" hlgh 30"
wide, and 25" deep. -

Greater Beauty . '
Styled to fit “every modern station + Brushed
‘stainless steel trim + Baked synthetic enamel
with beautiful opalescent pattern effect.

5w

Greater Investment Value

,:de initial cost * low operating cost * Llow

obsolescence factor,

HOME RECEIVERS

'RIC

160-E11-6914,




Segal Plea

(Continued from page 36)

to unjust results. He submitted a
summary of previous FCC actions
on cases in which overlapping serv-
ice of commonly owned stations
was involved (see story this issue).

In the Ashbacker-Fetzer -case,
Mr. Hennessey argued that “both
cardinal requirements” of the du-
opoly rule exist in connection with
the Fetzer application—common
ownership of two stations and
overlap of service between the two
—and that therefore the applica-
tion for the second station should
be denied.

Td the proposed decision’s finding
that more equitable distribution of
radio service would result from a
grant to Fetzer, he replied that
nevertheless, under the proposal,
“Muskegon remains a one-station
city, while Grand Rapids becomes
a three-station city.” A grant to

Ashbacker to change the fre-
quency of WKBZ, he said, would
vacate WKBZ’s present assignment
(1490 ke) and permit its use by a
new station.

The Ashbacker-Fetzer case origi-
nally went to the Supreme Court,
where Segal, Smith & Hennessey
won a decision finding that FCC
erred in granting the Fetzer ap-
plication and simultaneously set-
ting Ashbacker’s for hearing. A
consolidated hearing was held last
April.

In support of the proposed de-
cision, Mr. Russell maintained that
no overlap exists between WJEF
and WKZO at night, that WJEF
has “no listenable signal” in Kala-
mazoo either day or night, and that
Grand Rapids listeners must “shop
around” to get satisfactory recep-
tion of CBS programs except from
WJEF.

CKOV Kelowna, B. C., now is publish-
ing its four. page news magazine ‘‘The

Okanagan Broadcaster’” on a monthly
basis.

FROM SOUTH AFRICA
Miss Hermien Dommisse,
conferring with Davidson Taylor,
CBS vice president and director of

came
shown

programs. Active in radio and

newspaper work in Capetown and

Johannesburg, Miss Dommisse

was sent to this country by South

African government to study U. S.
radio methods.
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Another WLAP Promotional Award!

3

rd annua

For Outstanding Audience Promotion on
American Broadcasting Company Programs

505 award 4 made t

WLAP

presented by the American Broadcasting Company gnd
based on a poll of Advertising Agency Account Executives

i,

Datect hoe 150K day off otolom

awards

Hinoloon Hindsod and Foely Fec
ol Radis Gily, Nico Honk

2 CHAIRMAN &F THE BOARD

&

PRESIDENT

A'/ann .gtatwn.f.- WLAP, Lexington, Ky.; WMOB, Mobile,
KFDA,
Tenn.;
Huntington, W. Va.

Ala.;
Knoxville,

Amarillo,
WCMI,

Tex.; WBIR,
Ashland, Ky

ABC For The Bluegrass

REPRESENTED NATIONALLY BY THE

A NUNN STATION

e

MILLER WELCH, Manager
Lexingfon, Ky.

JOHN E. PEARSON CO.
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Jack Benny Takes
Over Hooper Lead

Comedian Is Followed by Hope
And Charlie McCarthy

JACK BENNY jumped to first
place from last report’s ninth posi-
tion among the first 15 evening
programs listed in the Nov. 15 Pro-
gram Hooperatings Report released
last week, with Bob Hope second
and Charlie McCarthy third.

Average evening sets-in-use re-
ported were 31.9, up 2.2 from last
report, up 2.5 from a year ago.
The average evening rating was
10.2, up 0.4 from last report and
up 0.8 from a year ago.

Average available homes were
79.7, up 1.0 from last report and
up 1.4 from the same period last
year.

The current total sponsored hour
index was 7114 as compared with
6914 last report, 82 a year ago.

The first 15 evening programs as
listed were: Jack Benny 27.2, Bob
Hope 26.7, Charlie McCarthy Show
25.5, Fred Allen 25.2, Fibber Mc-
Gee & Molly 24.7, Red Skelton 24.1,
Radio Theatre 21.9, Amos 'n’ Andy
21.1, Walter Winchell 20.8, Mr.
District Attorney 20.3, Screen
Guild Players 19.7, Bandwagon
19.2, Great Gildersleeve 16.1, Judy
Canova 16.5, Fannie Brice 16.1.

Right to Happiness led the list
of the top 10 weekday programs in
the Nov. 15 report with When a
Girl Marries in second place and
Aunt Jenny in third.

Day Sets in Use

Average daytime sets-in-use re-
ported were 15.7, down 0.3 from
last report, down 0.7 from a year
ago. Average daytime rating was
4.5, up 0.4 from last report, up 0.1
from last year.

Average available homes were
68.9, down 1.3 from last report,
down 3.5 from a year ago.

The current total sponsored hour
index was 853, as compared with
831 last report and 89 a year ago.

The top 10 weekday programs
listed were: Right to Happiness
7.7, When a Girl Marries 7.4, Aunt
Jenny 6.9, Stella Dallas 6.8, Ma
Perkins (CBS) 6.8, Lorenzo Jones
6.6, Young Widder Brown 6.6, Ro-
mance of Helen Trent 6.6, Break-
fast in Hollywood (Kellogg) 6.5,
Pepper Young’s Family 6.4, Portia
Faces Life 6.4.

FCC Air Delegate

DEPARTING from its usual “men
only” custom, FCC last week sent
Miss Anne Richmond, chief of the
Aviation Unit, Commercial License
Section, as one of its representa-
tives at the National Air Show,
held in Cleveland Nov. 15-24.
Armed with the Aviation Unit’s
new streamlined application forms,
she went prepared to issue licenses
on the spot. Marshall Orr was
I'CC’s Legal Department represen-
tative at the show.

Telecasting
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| Tune in WW

Voice of Carelessness
and

"Men Against Crime" |

Public Service. ...

is as much a duty of a medium that enjoys community confidence

as it is of the community itself. In Detroit, radio station WW],
first radio station in the nation, has consistently been foremost in
public services. Just recently a national magazine specially-cited
two WW ]sponsored public service programs for their
part in curbing Detroit’s traffic accidents. It is this interest
in the community’s welfare that has made WW ] a respected influence

in Detroit, with the resultant benefit to its advertisers.

AMERICA'S PIONEER BROADCASTING STATI O N—Firstin Detroit

NBC Basic Nefwork

National Representatives: THE GEORGE P, HOLLINGBERY COMPANY
’ Associate FM Station WENA

950 KILOCYCLES

//5000 WATTS

OWNED AND OPERATED BY THE DETROIT NEWS
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Take a noted psychologist, popular columnist, lecturer,
author and teacher ... add a pleasing personality and
smooth radio delivery . . . and you have an absorbing 15
minute show that appeals to all kinds of people.

Dr. Crane is an accepted authority in his field. He holds
five earned college degrees and belongs to the American
Medical Association and American Psychological Associa-
tion. His newspaper columns are read daily by millions.

The program is heard Monday thru Friday at 11:45 a. m. :
over WGN. It has a ready-made audience and a strong +
public interest appeal. It is now available for sponsorship*
in the nation’s second market.

*Subject to prior sale

CHICAGO 11
> ILLINOIS

A Clear Channel Station . . . . . . I o
On Your Dial

Serving the Middle West MmUTUAL BROADCASTING SYSTEM

Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.

West Coast Renresentatives: Keenan and Eickeljberg
235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 13
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TWENTY-SIXTH anniversary of broadcasting and National Radio Week
brought nostalgic memories to these three Westinghouse employes as
they examined shovel used in breaking ground for first transmitter poles

of KDKA Pittsburgh. Shovel bears autograph of Dr.

Frank Conrad,

from whose 8XK, of 1916 vintage, KDKA evolved. Westinghouse old-

timers (I to r):

C. E. Bickerton, technician, present at KDKA’s Nov. 2,

1920, election broadcast; G. Dare Fleck, who began checking KDKA
programs a month after the inaugural; E. B. Landon, technician, who
joined KDKA in February 1921.

FM Pioneers in South Cited:

Essex Traces

EDITOR, BROADCASTING:

Like A. J. Fletcher of Raleigh,
whose letter appeared on page 28
of the Nov. 11 issue of BROADCAST-
ING, I noticed that picture in the
Oct. 28 issue, showing Messrs.
Peace and Whitmire of WFBC in
* Greenville, S. C., signing a con-
tract for an FM transmitter, and
questioned (to myself) the -cor-
rectness of the statement in <he
caption that it was contract for
the purchase of the “first 50 kw
transmitter in the South.”

Since it is evident by your pub-
lication of both the photo and the
letter that you .believe your read-
ers are somewhat interested in the
history of FM in the South, it oc-
curs to me that a Ilittle additional
information may serve to fill in
some gaps.

First in South

“First on the air in the South”
honors probably belong either to
WSM-FM in Nashville or WBRL
in Baton Rouge—I'm not sure
which. According to my informa-
tion, WSM-FM began broadcasting
on March 1, 1941. I don’t have a
date on WBRL, but they got going
along in those early days, also.
[Editor’s Note: FCC records show
that WBRL’s license to cover con-
struction permit was issued Nov.
18, 1942. Station had been on pro-
gram tests.]

On July 25, 1941, Gordon Gray,
owner and operator of WMIT, Mt.
Mitchell, “Pioneer FM Station of
the Southeast,” signed a contract
with the General Electric Co. for
a 50 kw FM transmitter for that
station  (then  designated as
W41MM). Construction of the
transmitter plant was begun the
following month. On June 1, 1942,
the station went on the air with 3
kw temporary reduced power, thus
making use of all of the transmit-
ting equipment the manufacturer

BROADCASTING o

WMIT’s

Growth

had been able to deliver up to that
time.

The 50 kw amplifier was com-
pleted at the factory shortly there-
after, but with a war in full swing,
the government decided that all
such equipment should be held for
possible use by the armed forces.
So it was warehoused in Schenec-
tady, until June 1944, when the
Navy took it over and shipped it
to North Africa, where it was used
in jamming radio equipment used
by German bombers.

Following the war, and the re-
allocation of FM frequencies by
the Commission, moving WMIT
from 44.1 to 97.3 mc, Mr. Gray’s
contract with GE was revised to
cover a complete new 50 kw trans-
mitter, which will provide the
200,000 watts e.r.p. now author-
ized for the station. Meantime,
while awaiting delivery of this new
equipment by GE, an interim on-
eration on the high band was be-
gun on March 1, 1946, using a
1 kw convertor purchased from
REL. Thus, since March 1 of this
year WMIT has been on the air
on both 44.1 and 97.3 mec.

The transmitter of WMIT is lo-
cated on a mountain top, a mile
and a quarter above sea level, in
order that the station might serve
a greater area, rural and urban,
than would be possible by locat-
ing it “in or near any city or town
of this state.” And that area covers
a good portion of six other states,
in addition to this one.

During four years of FMing, we
of WMIT haven’t found time to sit
down at all. So far as we are con-
cerned, both the front and back

seats are open. Gentlemen, be
seated!
HAROLD ESSEX,
Managing Director,
WMIT, WSJS,
Winston Salem, N. C.
Nov. 18, 1946.
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There is nothing more reassuring to a
fime buyer than the realization that he
has bought the right station in a desired
market.

NBG top shows, 5000 watts power day
and night, and 790 kilocycles assure
WMC as the first station in Memphis,
beyond any doubt. *

* For years, Hooper reports have verified the

above statement.

he station with the billion dollar market area

* MEMPHIS o NBC 5000 WATTS

DAY AND NIGHTY
OWNED AND OPERATED BY THE COMMERCIAL APPEAL

NATIONAL REPRESENTATIVES, THE BRANHAM CO.
MEMPHIS DOMINANT RADIO STATION

S| "WHEN IT'S MEMPHIS YOU WANT,
1T's WMC you NeeD!”
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GETTING NOWHERE in this
handies game at the Kansas City
American Royal livestock show are
(1 to r) Earl Eby, Edgar Bergen’s
personal manager; Karl Koerper,
vice president and managing direc-
tor of KMBC; and Mr. Bergen.
KMBC originated a number of pro-
grams from the fair grounds.

TO PROMOTE closer executive famil-
iarity with RCA and NBC installations
in New York area, inspection tours are
being made by 70 NBC executives.

Fred Jones Group Asks FCC to Rescind
Grant to KMBC for New Kansas Station

FRED JONES and associates 1n
Fred Jones Radiocasting & Tele-
vision Co. petitioned FCC last week
to set aside its grant to KMBC
Kansas City for a new station at
Concordia, Kan., claiming they
filed a mutually exclusive applica-
tion earlier in the afternoon the
day the Concordia grant was mads.

The petition said the Fred Jones
company filed its request for a new
Oklahoma City station on 550 ke
with 5 kw day and 1 kw night
“about mid-afternoon of Oct. 31,
1946, and added:

“Petitioners are advised and be-
lieve that, late in the afternoon of
Oct. 31, 1946, after their said ap-
plication had been received by the
Commission, the said application of
the Midland Broadcasting Co.
[KMBC] was granted by the Com-
mission without a hearing and

without regard to the mutually ex-
clusive application of petitioners.”

The KMBC grant was for a 5 kw
daytime station on 550 ke at Con-
cordia, to be programmed primar-
ily from the KMBC studios in
Kansas City approximately 170
miles away [BROADCASTING, Nov.
4]. The Fred Jones petition charac-
terized the station as “sort of a
‘booster,” although utilizing a dif-
ferent frequency.”

Filed by Lovett

The petition, filed by Eliot C.
Lovett, Washington counsel for the
Fred Jones company, contended
that the KMBC application “was
accorded action ahead of many ap-
plications which were filed prior

thereto and which were, appar-
ently, of comparable complexitv.
However, in Public Notice . . . dated

50 KW on 680 KC

50,000 WATTS
Day

10,000 WATTS
Night

Represented Nationally by WEED & COMPANY

AMERICAN BROADCASTING CO. — TEXAS STATE NETWORK
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Direct to

SAN ANTONIO

The Heart of Texas

The largest
daytime coverage
of any

Texas Radio

Station

GENE L. CAGLE

President

CHARLES W. BALTHROPE

Station Manager

Oct. 18, 1946, showing the prog-
ress which various applications had
made in the Commission’s ‘produc-
tion lines,” the Midland application
was No. 64 among those listed in
‘Attachment C’ ‘Engineering
Study Completed, Awaiting Study
by Other Departments.’”

Asking that the KMBC grant
be set aside and the application
designated for consolidated hear-
ing with theirs, the Fred Jones
group said they will be able to
show that their proposed operation
will be more in the public interest
than the Concordia operation.

The petition said the Fred Jones
application had been in process of
preparation since before Aug. 15.
It carried an affidavit of George E.
Gautney, Washington consulting
radio engineer, asserting that the
two applications are mutually ex-
clusive.

Associates of Mr. Jones in the
Oklahoma City firm are C. A. Vose,
Streeter B. Flynn, and Dan W.
James. Mr. Jones and his wife
own KFMJ, new station at Tulsa,
and have a grant for an FM affili-
ate.

CENSORSHIP BY ARMY
IN JAPAN IS CLAIMED

REPORTED apprehension among
foreign correspondents in Tokyo
about their status in a country un-
der military occupation resulted
Nov. 14 in a plan for united action
against ‘“repeated efforts by high
American Army officers to restrict
news coverage in Japan.”

Bill Costello, chief of CBS’ Far
Eastern Bureau, cabled his net-
work that ‘newspapermen and
women representing seven coun-
tries voted 38 to 9 to authorize
the Executive Committee of the
Tokyo Correspondents club to act
as guardians of press freedom.”

Gayn Summoned

The action was taken after Mark
Gayn of The Chicago Sun was sum-
moned to General Headquarters
last month and ordered to disclose
the source of information in an
article he had written. He was told
by Army authorities that he could
not inform publishers of the mat-
ter or obtain legal counsel, Mr.
Costello reported. Less than an
hour after a delegation of Tokyo
foreign correspondents protested
the action the matter was dropped,
and Gayn was told that he would
not be required to testify, the CBS
correspondent said.

The resolution demanding united
action “to protect press rights in
Japan” was introduced by Mr, Cos-
tello, who, in a broadcast Oct. 18,
reported “an invisible veil of cen-
sorship is being drawn between al-
lied occupation and public at
home.” The measure was supported
by correspondents representing
British, Australian, New Zealand,
Russian, French and Chinese press
bureaus as well as by almost all
American--agencies, Mr. Costello
said.
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HOOPER STATION LISTENING INDEX
: AKRON — DECEMBER, 1945 THROUGH APRIL, 1946
MORNING INDEX =« 8 TO 12 NOON, MONDAY THROUGH FRIDAY

MORNING INDEX . o 'Y 14 NUUN, MUNUAT 'RV VSI T2
w AKR ‘ “ STATION ] STATION l STATION . OTHER
y ‘ "AY ng" , ol  STATIONS
558 | 201 | 36 | *isa | s
WAKR l 'STATION- ’ STATION l STATION .- ’ OTHER
i e | "A" "B" : "C" | STATIONS
30.5 | 210 | 69 | *259 - *67
SUNDAY AFTERNOON INDEX e 12 NOON TO 6 P. M.
w A K R l STATION ‘ STATION ) ~ STATION ‘ OTHER
‘ A" - "B" -c STATIONS

31.1 l 22.6 ‘ 21 l *25.3 | *11.9

—__—_—,_’_—’_——'—*
EVENING INDEX 6 P. M. TO 10 P. M., SUNDAY THROUGH SATURDAY |
w A K R ‘ STATION ‘ STATION I 'STATION l OTHER
"A" "'B" et STATIONS
212 | s | a3 | *s3 | *35

| TOTAL RATED TIME PERIODS
WAKR | en | sager | s |
| - | -;_ " ) “B" "C" STATIONS
- 33.6 285 | 55 | *28.2 R

*Stations Located Outside of Akron




IMN Revenues Up 300%, Meyer Tells
Network Group at Salt Lake Session

INCREASE of 300% in Inter-
motintain Network revenues is a
healthy sign of greater industri-
alization of the four-states area
served by IMN, Lynn L. Meyer,
sales manager of the network, told
40 representatives of IMN affili-
ates assembled in Salt Lake City
Nov. 14, 15 and 16 [BROADCASTING,
Nov. 18]. Mr. Meyer pointed out
tha{; the area served by IMN—
Utah, Idaho, Wyoming and Mon-
tana—is attracting many new in-
dustries, including U, S. Steel,

Meanwhile, George C. Hatch,
IMN general manager, announced
that increased emphasis is to be
placed on public service programs,
with special efforts to extend IMN’s
listener interest in rural areas.

Ever-improving MBS service for

IMN stations was pledged by Carl
Haverlin, who addressed the re-
gional network representatives at
luncheon Nov. 15. Mr. Haverlin
stressed the MBS policy of provid-
ing local programs for the local
market. “The public likes its radio
programs slanted for local inter-
est, just as they want local and
regional interest in their news-
papers—above national and inter-
national news,” he said.

Both Mr. Haverlin and Jim Ma-
honey, MBS Western Division sta-
tion relations chief, expressed sat-
isfaction over the opportunity to
meet with owners and managers of
the full IMN group. “We're ex-
tremely hopeful that similar re-
gional gatherings can be arranged
at strategic geographical spots

Champion Potato

TOM MURRAY, farm serv-
ice director of WHAM Ro-
chester, N. Y., now possesses
a huge 4 1b. 12 oz. Sequoia
potato. It all started when he
read on the air of Maine’s
challenge to Idaho with a
potato weighing 4 1b. 5 oz.
The Sequoia potato was sent
to Mr. Murray by Edward
Krenzer, Honeoye Falls, N.
Y., on whose farm it was
grown, and Harlan Moffett,
in whose store it was weighed.
It measures 22 inches by 17.

throughout the nation,” Mr. Ma-
honey said. “They are of inestima-
ble value to network representa-
tives who must gain an ever-closer
understanding of station problems
at the grass roots.”

The IMN sessions were held at

WSBT mares

FRIENDS
EVERYWHERE IT GOES

WBSBT is popular throughout its entire coverage area. Con-

sistent mail response comes from listeners in every WSBT

county. Current mail—addressed to 45 programs—is re-
ceived from 33 counties and 101 towns. Wherever WSBT

reaches, people listen faithfully, write consistently.

‘PAUL n. RAYMER
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the KALL studios, the Hotel Utah
and Salt Lake Tribune-Telegram.
Separate meetings of members of
IMN’s Utah, Western Idaho, East-
ern Idaho, Wyoming and Montana
affiliates were followed by joint
sessions highlighted by an inspec-
tion tour of new IMN news broad-
cast facilities in the Tribune-Tele-
gram-building.

IMN’s meeting was one of the
first major radio gatherings ever
held in Salt Lake City. Represen-
tatives of IMN affiliates in attend-
ance were:

Reed Bullen, KVNU Logan,
George Morgan, KLO Ogden, Jack
Richards, KOAL Price, Alvin Pack,
KALL Salt Lake, and Cliff Talboe,

KOVO, Provo, all in TUtah;
Frank Hunt, KFXD Boise-Nampa,
Charles Crabtree, KVMV Twin

Falls, Calvin Hale and Frank Bist-
line, KEYY Pocatello, -Joe Gesas
and Norris Gesas, Idaho Falls
Broadcasting Corp., and Arch Mad-
sen and Cecil Hart, KID Idaho
Falls, all of the Idaho group;
Harold McCracken, KVRS Rock
Springs, Donald Hathaway, KDFN
Casper, Jim Carroll, KWYO Sheri-
dan, and A. J. Meyer, KPOW
Powell, all in Wyoming, and Don
Tannehill, KJRF Miles City, and
Franz Robischon, KBMY Billings,
representing Montana.

New Manager and News
Editor Named at WJBW

APPOINTMENT of Cy Newman
as general manager of WJBW
New Orleans has been announced
by Charles C. Carlson, owner of
the station. Mr. Carlson will act in
an advisory capacity. Before join-
ing the sales staff of WJBW last
June Mr. Newman managed WSSV
Petersburg, Va. Mr. Carlson, who
formerly was chief engineer at his
station, has taken on the title of
consulting engineer and Karl G.
Seibold has been promoted from
chief operator to chief engineer.

Other staff changes have been
announced at WJBW as follows:
Jeff Hug, announcer, becomes news
editor; Pat Shannon, who returned
to the station in July after serving
in the Merchant Marine, becomes
assistant commercial manager;
added to the announcing staff are
Reid Upton, formerly with WSPA
Spartanburg, S. C., WFBC Green-
ville, S. C., and WLAT Conwoy,
S. C., Bill Thomas, formerly with
WDAK Columbus, Ga., KNOE
Monroe, La., and WDSU and
WNOE New Orleans, Larry Brad-
ford, formerly at WSMB New Or-
leans, and Vernon Beaudine, an ex-
GI new to radio.

Seeks Union Council

THE executive council of the New
York local of Radio Directors
Guild is setting up a council of
radio unions to discuss mutual
problems, similar to the council
formed recently on the West Coast.
Unions so far asked to join the
council are AFRA, RWG, IBEW,
NABET, AFM.

Telecasting



FIFTY THOUSAND WATTS

ANALYZED IN

. « « The study presents a complete analysis of

listening habits in twenty counties. When they
listen . .. what they hear . . . audience flow e
audience composition in terms of men, women,
children and adolescents. The how aﬁd why of
WRVA dominance are clearly documented.

The study is available through any office

of the Paul H. Raymer Company.

WRVA - Richmond, Virginia
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WTAG

presents

“FAIRY TALE TIME”
L

“TIME FOR TEENS” | Wi
° RN
“HAPPINESS UNLIMITED"
L
£l | “MARK MY WORD”
A y
(e “SAFETY CLUB"
,3';3%:%;% &
Lol “MAKE FRIENDS

WITH MusIC”
L

Atfracts All Youngsters

» « « Tots To Teen Agers

WTAG has done something about children’s programs.
There are six of them now locally produced by WTAG
from “Fairy Tale Time”, (one of the oldest, but for the
youngest) to “Time for Teens”, a show by and for Teen
Agers. In between, right through the week, come "Happi-
ness Unlimited” — the happy hunting ground for “kid”
talent, “Mark My Word” — the Junior Town Meeting ideaq,
“Safety Club” — with 5000 members all safety minded and
backed by their elders’ civic clubs far and near, and
“Make Friends with Music” — a musical educational pro-
gram which blossoms out with full scale concerts in
Worcester’s Little Theatre. CBS American School of the
Air fills another niche. WTAG recognizes tomorrow’s listen-
ers as the audience of today. It is leadership of this kind
that makes WTAG the greatest radio selling force in
Central New England. No wonder more people listen to
WTAG than to all other stations heard in the area com-
bined.

| PAUL H RAYMER C0. /44
National Sales Representatives /fj/[
WTAG-?”
: - 580 KC
WORCESTER 5000 WATTS

AFFILIATED WITH THE WORCESTER TELEGRAM-GAZETTE
Page 48 o November 25, 1946

INAUGURAL CELEBRATION of Kentucky on the March, a progressive
program sponsored by the Committee for Kentucky, was participated
in by 15 Kentucky broadcasters with educational, industrial, civie and
labor groups, meeting in Louisville on Armistice Day. Program is to be
broadcast throughout the state. Afttending were (front row, 1 to r):
Dorcas Ruthenburg, Dick Fischer, WHAS Louisville; Dewey Long, WKLX
Lexington; Miller Welch, WLAP Lexington; Harry McTigue, WINN
Louisville. Standing: Hecht Lackey, WSON Henderson ; Elmer Sulzer,
radio director, U. of Kentucky; J. Bertram Harmon, J. Porter Smith,
WGRC, Louisville; C. H. “Red” Fleming, WFKY Frankfort; Harry

Callaway, WHAS Louisville;

Pruitt Lackey,

representing Lackey

stations, WPAD WHOP WKTM WSON WCIF..

ASCAP Wins 9-Year
West Coast Fight

Copyright  Privileges  Upheld;

Licenses to Be Issued

ARMED with a Washington Cir-
cuit Court order upholding its
copyright privileges, ASCAP last
week announced it would issue
licenses to Washington hotels,
taverns and theaters which for the
past nine years have refused to
pay fees for ASCAP music,.

The court order, returned by
Judge J. F. Wright, climaxed a
two-year legal procedure. In 1944,
ASCAP filed suit for a declara-
tory judgment to affirm its com-
pliance with a Washington state
law of 1937 which regulates pub-
lic performance of music for profit.
The suit was filed after hotels,
taverns and theaters had refused
payments to ASCAP on the
grounds that ASCAP was not com-
plying with the 1937 law.

Radio broadcasters in Washing-
ton did not figure in the litigation;
all have been paying ASCAP fees.

Speculation that ASCAP might
attempt to collect retroactive fees
from the hotels, taverns and
theaters for the period of the liti-
gation was characterized as unin-
formed by a Society spokesman in
New York. This spokesman said
that ASCAP’s major concern, now
that it had a court order in its
favor, would be the issuing of li-
censes to establishments using
music for profit to insure the col-
lection of fees in the future.

The 1937 Washington state law
insists that ASCAP and other
groups which hold copyrights file
with the state a list of all copy-
rights which they control. The
hotels, taverns and theaters had
alleged that ASCAP had failed to
provide the necessary documents.
It was to obtain a court acknowl-
edgement that it had filed proper
notifications that ASCAP insti-
gated the suit.

CROSBY AND SPONSOR

ARGUE ON MUSIC FEE
THE PHILCO Corp. and its $30,000
per week star attraction, Bing
Crosby, last week were still argu-
ing over which ought to pay the
royalty fees, amounting to from
$1,000 to $1,200 per week, for
music used on Mr. Crosby’s tran-
scribed programs.

Philco insists that the fees ought
to be included in the Crosby pack-
age, which is reported to be cost-
ing $30,000 per week. Since musi-
cal fees were not mentioned spe-
cifically in the Phileco-Crosby con-
tract, however, it was said, Mr.
Crosby believes that Philco ought
to pay.

The fee for every popular tune
played on a transcribed show is 25
cents per broadcast per station, and
for every show tune (music taken
from a legitimate show or movie)
50 cents per broadcast per sta-
tion. Mr. Crosby is heard on ABC
stations and 200 others throughout
the country. Eight to 10 tunes are
played on each of his shows in ad-
dition to opening and closing
themes. Thus the approximate
weekly royalty fee totals between
$1,000 and $1,200.

FOLLOW
THE LEADER!

The three largest buyers of
program time in Washington,
D. C., nation’s 7th-largest

city, are ALL on WOL —
two on WOL exclusively!

WOL

A COWLES
STATION
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tHE NEw Gates
CB-10 TRANSCRIPTION

#TURNTABLE...

..ah; a Perfected
Playback Technique

Because it’s new —in engineer-

ing, in simplicity and in ease
of operation, the CB-10 excells
all others in playback technique
—timing, clarity in reproduction
plus adaptability —it need not
be confined to the control room

—you use it anywhere!

Operating controls at your finger !
tips on the conveniently arranged
CB-10 Front Panel.

for Modern Professional Operation
Meeting Present-Day Demands of “Tight”

Schedules and Split-Second Timing.. -
Embodying integral gain control, self-contained, 3-stage preamplification, power supply, c 0 N D E N s ED s P EC I FI CATI 0 N s

mixer attenuator and filter control, right on the Control Panel, the GATES CB-10 is a
SPEED ACCURACY— 4% over extended periods of time,

master Turntable — the answer to the demands of the modern broadcasting station. Within one revolution accuracy is better than .2%.
TURNTABLE DIAMETER—17 inches. z

Affording five different frequency response curves selected by the filter switch, a high
OVERALL DIMENSIONS —22 in. wide, by 26 in. deep by

level performing Reproducer Unit, and compactness, the CB-10 will bring your station approximately 36 in. high. Packed for export, 25 cu. ft.
up-to-the-minute in efficiency and studio technique. The chassis also is superior throughout X’:’ELZ:;'TQ‘_G::;Z:I;%"soﬂ::‘f"e‘Y 215 lbs. Net 165 lbs.
in construction and materials, and the whole unit adds distinction in appearance as well POWER REQUIREMENTS — Approximately 150 watts from
. . 115 volts, 60 cycles source. Other voltages and frequen-
as in performance, to any station. cies available.

e s COLOR and FINISH — Cabinet is flat two-tone grey
enamel. Turntable assembly finished in grey wrinkle

NEW YORK = L SOLD IN CANADA BY: enamel with green felt topping on platter.
OFFICE: (el WA e 2t Canadian Marconi Co., MOTOR SPECIFICATIONS—1/75 HP. Continuous duty

9th Floor * 40 Exchange Place Ltd., Montreal type. Very quiet and stable in operation.

RADIO CO. WRITE FOR COMPLETE SPECIFICATIONS

QUINCY, ILLINOIS

EXCLUSIVE MANUFACTURERS OF RADIO TRANSMITTING EQUIPMENT ... SINCE 1922

BROADCASTING o Telecasting November 25, 1946 o Page 49



Program Tests Started

at WICY Malone, N. Y.

WICY Malone, N. Y., began pro-
gram tests Nov. 4, Owned by North
Country Broadcasting Co., WICY
is 250 w AM station operating in-
dependently on 1490 ke with full-
time license. Studios and trans-
mitter are in a re-converted home
on the outskirts of Malone,.

Mitchell C. Tackley, formerly a
major in the Army assigned to
War Department Bureau of Pub-
lic Relations, and later in the State
Department, is WICY production
manager. Ralph M. Cardinal, of
Malone, business man and ex-
Army officer, is commercial man-
ager, and Daniel W. Casey, for-
merly a captain in the radio branch
of the War Department’s public
relations division, program direc-
tor. Most other staff members are
Vetertans. Charles Walker, formerly
of WMSA Massena, N. Y., is chief
engineer,

Another
CHARLES

MICHELSON

STAR SHOW

Bing Crosby Selected Captain

Of Cleveland’s

BING CROSBY again has been
named captain of the Cleveland
Plain Dealer’s All-America Radio
Eleven in the newspaper’s 1946-47
Readers’ Radio Poll. The crooner
polled a three-to-one vote over his
nearest rival, Bob Hope.

The poll was conducted in Cleve-
land and 91 other cities and towns
in Ohio, New York and Pennsyl-
vania, under direction of Robert S.
Stephan, radio editor.

Besides Crosby and Hope, mem-

bers of the All-America Radio
Eleven are: Fred Allen (NBC);
Arthur Godfrey (CBS); Edgar
Bergen (NBC); Fred Waring

(NBC); Kate Smith (CBS); Don
McNeill (ABC); Red Skelton
(NBC); Fibber McGee (NBC);

Art Linkletter (NBC).

‘Radio Eleven’

Other poll results

nounced as follows:

FIRST 15 PROGRAMS—Fibber McGee-
Molly (NBC); Fred Waring (NBC); Rad-
io Theater (CBS); Metropolitan Opera
(ABC); Information Please (CBS); Bing
Crosby (ABC); Theater Guild (CBS);
New York Philharmonic (CBS); One
Man’s Family (NBC); Fred Allen (NBC);
Bob Hope (NBC); Firestone Hour (NBC):
America’s Town Meeting (ABC); NBC
(Sl\s;glgilony (NBC); Telephone Hour

NEWS—Lowell Thomas (NBC) domi-
nated field.

NEWS (commentators)—Fulton Lewis
(MBS); Drew Pearson (ABC); Walter
Winchell (ABC); Gabriel Heatter (MBS);
Richard Harkness (NBC); Baukage
(ABC); H. V. Kaltenborn (NBC). )

COMEDIANS—Bob Hope (NBC); Fred
Allen (NBC); Red Skelton (NBC); Fib-
ber McGee (NBC); Jack Benny (NBC);
Henry Morgan (ABC); Charlie (Bergen)

were  an-

McCarthy (NBC); Great (Hal Peary)
Géldéa;'sleeve (NBC); Jimmy Durante
(CB

VARIETY—Fred Allen (NBC); Fibber
McGee-Molly (NBC); Charlie McCarthy
(NBC); Jack Benny (NBC); Bob Hope
(NBC); Bing Crosby (ABC); Fred War-
ing (NBC); Breakfast Club (ABC); Oz-

e

/0

... each bubbling over with ccptivdting, all-time favorite hit

tunes. .. each star-studded with top ranking network artists, o g
featuring PPhil Brito. romantic tenor
with SAMMY LINER, pianist extraordinary of the Kostel-
anetz Orchestra, DOC WHIPPLE, master of the organ,
ALLYN EDWARDS, emcee, ..names that spell bigtime radio

entertainment for everyone...now being broadcast success-

fully for advertisers over 53 stations throughout the country.

Pioneer Program Producers Since 1934
WIRE - PHONE + WRITE

vou have

0l
)/b(v?gw

130 Quarter-hour Musical Programs p

g

i
B

P

S e,
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zie and Harriet (CBS); Kate Smith
(CBS); Duffy’s Tavern (NBQC). <

DRAl_VIA—Radi'o Theater (CBS): Thea-
ter Guild (ABC); Cavalcade of America
(NBC); Mr. District Attorney (NBQ):
Mayor of the Town (CBS); Suspense

(CBS); Screen Guild (CBS); One Man'’s
Family (NBO), only sérial with large
following.

COMEDIENNES—Joan Davis (CBS);
Gracie Allen (NBC); Molly McGee
(NBC); Judy Canova (NBC); Fanny

Brice (CBS); Vera Vague NEBEC);
Arden (NBCQ). E B 2%

SYMPHONIC—NBC Symphony (NBC):
New York Philharmonic (CBS); Cleve-
land Orchestra (MBS); Boston Sym-
phony (ABC).

MIDDLE MUSIC—Phil Spitalny Elec-
tric Hou_r (CBS); Telephone Hour
(NBC); Firestone Hour (NBC); Family
Hour. (CBS); Fred Waring (NBC);
American Album of Familiar Music
(NBC); Harvest of Stars with James
Melton (NBC).

DANCE BANDS — Guy Lombardo
(MBS) dominated field, Sammy Kaye
(ABC); Fred Waring (NBC); Harry
James (MBS); Vaughn Monroe (CBS);
Xavier Cugat (MBS).

MALE SINGERS

(classicalj—James
Melton (NBC);

Christopher Lynch
(NBC); John Charles Thomas and Nel-
son Eddy drew many votes but are not
on air this season.

MALE SINGERS ( popular)—Bing Cros-
by (ABC, transcribed) dominated field:
Perry Como. (NBC); Frank Sinatra
Egggg, Dennis Day (NBC); Dick Haymes

FEMALE SINGERS (classical)—Lily
Pons (no regular program); Patrice
Munsel (CBS); Eleanor Steber (NBC).

FEMALE SINGERS (popular)—Dinah
Shore (CBS); Kate Smith (CBS); Ginny
Sims (CBS); Jo Stafford (NBC).

QUIZ SHOWS—Information
(CBS); Dr. I. Q. (NBC); Phil Baker
(CBS); Quiz Kids (NBC); Truth or
Consequences (NBC),

EDUCATIONAL - American Town
Meeting (ABC); U. of Chicago Round
Table (NBC); Information Please (CBS);
Exploring the Unknown (MBS); Caval-
cade of America (NBC); Cleveland City
Club Forum (WGAR, local).

NAB GROUP TO STUDY

PROMOTION PROGRAM
EIGHT-POINT industrywide pro-
motion program will be taken up
today (Nov. 25) by the new NAB
Sales Managers Subcommittee on
Sales Promotion, meeting at 10
a. m. in the BMB Board Room, New
York. Chairman of the subcommit-
tee is John M. Outler Jr., WSB At-
lanta, with Hugh M. P. Higgins,
NAB assistant director of Broad-
cast Advertising, as secretary.

Proposals to come before the sub-
committee include: Increasing the
sale of cextra home radio sets;
preparation and distribution of pre-
pared speeches for membership
use; means to increase station
tune-in; pre-tested ideas for sta-
tion promotion; industrywide pro-
motion projects for all stations,
networks and representatives;
greater radio emphasis by national
advertisers; cooperation of stations
in communities; recording and pub-
licizing individual station perform-
ance in public interest.

Members of the new subcommit-
tee, appointed a few days ago, be-
sides Chairman Outler are: Joseph
Creamer, WOR New York; Louis
Hausman, CBS New York; John
Carl Jeffrey, WKMO Kokomo,
Ind.; Eugene Katz, Katz Agency,
New York; Edward P. J. Shurick,
KMBC Kansas City.

Safety Discussions
SERIES of roundtable safety discus-
sions have been started by WHBC Can-
ton, Ohio, with junior school police
and deputy sheriffs appearing on pro-
gram. Schools have set up merit Sys-
tem with a guest appearance on pro-
gram as an award. Show is heard Sat.
12:15 p.m. Participants are presented

certificates of merit and are guests of
WHBC at luncheon following broadcast.

Please
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SPORTSCASTING SUPREMALY

The Los Angeles area boasts that it is fast becoming the
sports center of the nation. Big-time football, hockey,
baseball, basketball, boxing ... all serve to make South-
ern Californians the most sports-minded radio fans in
the country. And KLAC has kept pace...and even out-
paced ... the terrific sports expansion that has developed
here since the war. A perfectly-balanced sportscasting
staff has new thousands daily dialing KLAC-ward.

BROADCASTING o Telecasting

KLAC Sports Schedule

FOOTBALL—Los Angeles 'Dons”, All-America league;
announcer, Jack Drees.

ICE HOCKEY —Hollywood & Los Angeles, Pacific Coast
league ; announcer, Bill Welsh.

BASEBALL—Hollywood & Llos Angeles, Pacific Coast
league ; announcer, Fred Haney.

BASKETBALL —American league, Pan Pacific Auditor-
ium ; announcer, Sam Balter.

BOXING —Main event, Olympic Auditorium; announcer,
Reid Kilpatrick.

LOS ANGELES

National Representative: ADAM J. YOUNG, Jr., Inc. New York & Chicago
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ave Seven Alter Egos-
All of Them Alike

We illustrate here the security of a radio station

executive. He has the easy assurance of being well
represented nationally through seven offices—just

as if he were there himself.

Additional sales offices for national coverage are
an advantage offered our stations by this company.
However, we stress now as always not so much the
number but the quality and the ability of the men

who make these offices.

Their character, their intelligence and dependability

give our stations reason for the assurance of success.

PAUL H. RAYMER COMPANY, INC. - RADIO ADVERTISING
NEW YORK - BOSTON « DETROIT - ATLANTA » CHICAGO - LOS ANGELES « SAN FRANCISEO



Time Will Tell

IS THE SEMI-commercial station about to
make its bow ? '

Strange projects with Utopian plans for
programming are being offered up these days.
Some of them stem from a desire to curry
favor by going beyond even the FCC’s Blue
Book intent. Others smack of crackpot schemes
to get on the radio bandwagon and reap the
profits afterward.

There’s the report, for example that the
GeOIJ.gia Baptist Convention is being asked by
its radio committee to apply for a state-wide
chain of FM stations. That’s all right, we
imagine, if they apply for non-profit (which
implies non-commercial) operation. But they
‘say [the stations ‘“would carry enough com-
merogal programs to repay their initial ex-
penses and then would carry only enough com-
mercial broadcasts to defray operating costs.”
Then there’s the FCC grant last month to
Rev. J. Harold Smith, who said he would sell
time (to himself we suppose) for paid religious
advertising.

Look at the radio records. You’ll find there
were 171 non-commercial educational (or re-
ligious) stations in the standard field in 1925.
This number dwindled to a mere 30 a decade
later. Some of the others folded, but most of
them became commercial stations. They
couldn’t stand the no-profit gaff.

There are other aborning stations which are
making extravagent commitments about lim-
ited commercials, no spot announcements, rigid
limitations on the character of advertising ac-
ceptéd, .and copy types. Certain of these may
be well-intentioned; others pure publicity pap.
When these novices find the going rough,
they will sell out, or sell anything—before
they give up the ghost.

Those who acquire stations under the non-
profit provisions of the statute do so with
their eyes open. They should not expect an
open sesame for full commercial operation
after the trial run fizzles.

As for the grandiose gesture boys—those
idealists who believe advertisers will spend
business dollars to reach a smattering of
starry-eyed garret-dwellers—time will tell;
time that isn’t sold.

How Do You Rate?

STUDY UNDERTAKEN recently by a con-
sultant’s firm indicates that rates of many
stations are far too low, compared to the na-
tional average.

Could this not be the reason, the really basic
reason, for what has been widely discussed as
“excessive commercialism”? A low-rate station
which has been slow in adjusting its schedule
of income to the rising curve of costs must,
by economic necessity, sell more time.

In selling more time, it jeopardizes the op-
eration—or at least, so it would seem in view of
recent research which indicates that about a
third of our listeners feel that there is room
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for improvement in commercial practices.

Certain no advertiser is interested in buy-
ing a station on the basis of rate alone. He
wants audience. And the buying habits on both
national and local levels, indicate that the
sponsor exercises increasing care in selecting
his outlets not only for coverage, but also for
impact.

If low rates cause high commercialism, and
subsequent loss of audience, the cure is obvious.

IF FRED ALLEN, during the frayed-cuff
days when he was working vaudeville, had
poked as much fun at the medium which
provided his cakes-and-coffee, as he does
today at radio, a long hook would have
slithered out from the wings and dragged
him to the exit.

From Stalin to Peron

REPORTS last week from Moscow and Buenos
Aires give eloquent testimony to the difference
between the free radio of the democracies and
the “kept” radio of the dictatorships.

Russia has abolished broadcasts by radio
correspondents. Dispatches can be sent “over-
head” by radiotelegraph or ‘“ordinary means
of communication.” Since the Soviet controls
everything it is to be presumed that such
transmissions are or can be scrutinized in ad-
vance.

Argentina, under Strong Man Peron, has re-
imposed radio censorship. All scripts for trans-
mission abroad must be submitted in advance.
The communications ministry calls it “previ-
ous intervention.”

The authoritarian strongholds profess to
allow full freedom. Yet they invoke ordinances
obviously designed to withhold from the out-
side world what goes on within their borders.
They also take pains to report to their own
people that which they feel is useful and that
which their own correspondents are free to
obtain in the United States where they have
full access to news.

It was largely because of the Argentine
Government hot and cold attitude on a free,
competitive radio that the Inter-American
Broadcasting Assn. was organized in Mexico
a few weeks ago by far-sighted Latin-
American broadcasters. It was because the
Western Hemisphere broadcasters, with the
possible exception of Argentina, believe in a
free radio that the state-controlled operations
in the Soviet and Great Britain were precluded
from participation. Besides they are not in
the Western Hemisphere.

No explanations are given by either the
Soviet or Argentina for their summary ac-
tions, usually exercised only in national emer-
gencies. It must be assumed, therefore, that
the muzzling of the microphones, is predicated
upon the wish to hide internal affairs from the
world’s gaze.

PM, the New York daily tabloid which
long has been a sharp critic of advertising
practices on radio, has decided to accept
advertising—in order to survive. This
proves that even an ostrich, with all those
priceless feathers, can hold its head under
the sand only for so long without suffo-
cating. It also must prove that advertising
has definite reader interest, since other
liberal tabloids have done well in the same
New York market circulationwise, even
though they have been ‘‘commercial.”’
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ROBERT EDMONDS KINTNER

HILE rubbing elbows with the abun-
Wdant luxuries of Wall Street in pursuit

of financial news for the New York

Herald-Tribune about a dozen years
ago, an ambitious young reporter, only a year
out of Swarthmore College, Pa., observed a
depressing dissimilarity between the station
of a novice newspaperman and that of a
financier.

He was earning $25 a week at the time.
“I decided,” he says, ‘“that I wanted to go
into business.”

Last week, 12 years and two succesful
careers later, Robert Edmonds Kintner was
in business in an impressive way. At the
spectacularly youthful age of 37 he had be-
come executive vice president and therefore
second in command of the American Broad-
casting Co. [BROADCASTING, Nov. 18].

His salary, an ABC secret, doubtless is
enough to arouse the admiration of even the
Wall Street tycoons whom a scant dozen years
ago he had envied. As No. 1 lieutenant of
ABC, he exercises a predominant control over
the destinies of an organization which last
year counted more than $40 million in gross
time sales and which hopes soon to issue $13
million worth of common stock to finance fu-
ture growing. Even the graying eyebrows at
lunchtime in Delmonico’s downtown restaurant
would rise slightly at the mention of figures
like these. '

Such robust fiscal matters do not, however,

seem to disturb the rather studied casualness .

of Mr. Kintner, a man who has been dealing
all his adult life with high finance, if not
personally at least vicariously. He has come
to look upon a million dollars with no more
than passing respect.

As a financial reporter for the Herald-
Tribune, a newspaper devoted to chronicling
in unashamed admiration the wonders of big
business ways, Mr. Kintner developed a de-
sire to participate rather than observe. It
took him about ten years to make the change,
and before he made it he had become one of
America’s most famous newspapermen.

Mr. Kintner had been covering financial
stories in Washington for several years when,
in 1937, the North American Newspaper Alli-
ance, having lost its Washington columnist,
Paul Mallon, to the Hearst press, solicited
him and another Herald-Tribune reporter,
Joseph Alsop, to write a column.

The Kintner-Alsop enterprise was an im-
mediate success. The pair not only produced
a daily newspaper column which was widely

(Continued on page 56)
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Cotton is still known as “King” in the huge
Southwest Texas territory where approximately
1,400,000 bales will be produced this year, accord-
ing to the Department of Agriculture forecast.
This would mean well over $100,000,000 worth
of Cotton in 1946. Like other agriculturists, cot-
ton growers are progressive these days, taking
advantage of mechanization, pedigreed seed and
WOATI’s broadcasts of the weather, the market
and other news particularly affecting farmers.

Mr. Robert M. Harper of Martindale, Texas, an
outstanding cotton breeder of the South, who is
in touch with cotton growers and knows their
necessities and difficulties, says:
“Like all farmers in Southwest

Texas, the cotton growers are in-
debted to WOAI for vital
news on markets, weather and
agricultural tips. I know from
traveling around and talking
with them that they use and

P
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Bill Shomette, WOAI’s Farm and
Ranch Director, Robert M. Harper
and Henry Howell, WOAI Farm
and Market Reporter

e

50.000 warrs
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Zrongh WOAI

appreciate this service. WOAL's broadcasts are
especially valuable for weather and market news
because daily papers,in many cases,reach the farm-
er too late to be of value for this information.”

Yes, cotton is still “King” but it has many ex-
tremely strong “Barons” such as the tremendous
oil industry, sheep and cattle ranching, the fabu-
lously productive fruit and vegetable farms, a
huge poultry industry and other agricultural en-
terprises existing and in the making.

WOALI is the only 50,000 watt, clear channel
radio station serving this empire of the Southwest.
Its policy is and always has been to serve its listen-
ers with any news of benefit to them in their busi-
ness and to provide the best of radio entertain-
ment for their families. The success of this policy
is well established by expressions of satisfaction
from thousands of list-
eners who consist-
ently follow its
programs.
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circulated, but also wrote regularly
for the Saturday Evening Post.

In 1938, they published a collec-
tion of their Post articles in a book
called Men Around the President.
Mr. Kintner describes it now as
“the bad-selling book,” a descrip-
tion apparently intended to mark
the difference between it and one
which they wrote two years later.

The second book was called
American White Paper, and it sold
250,000 copies, a number large
enough to impress even Mr, Kint-
ner. American White Paper dis-
closed theretofore unpublished re-

ports of the government’s maneu-
vering in the years of tension
preceding World War II. It created
enough discussion to establish the
team of Kintner and Alsop as two
of the most sedulous bloodhounds
of the American press.

The next year the team retired
from column writing in deference
to a more pressing necessity—
service with the armed forces. Mr.
Alsop joined the Navy. Mr. Kint-
ner became a captain in the Army’s
G-2, a forbidding domain of hyper-
sensitive secrecy where Mr, Kint-
ner, an unreconstructed reporter,
admits he did not feel at home.

He eventually was assigned to
join Gen. Dwight D. Eisenhower,
then commander in North Africa,

NOTHING"HICKEY"
ABOUT US HICKS!

Yessir, us hayseeds out
in the Red River Valley

are ]ust as dis- crlm-
inatin’ as anybody! We
prefer better radio pro-
gramming by even
wider margins than you
city slickers do. Here,
for instance, is the way
our people listen to
WDAY, Station B, and
Station G, accordmg to
thelatestConlanSurvey

WDAY GETS 61.4%
OF THE AUDIENCE
IN ITS COVERAGE
AREA

STATION B GETS
9.5% OF THE
AUDIENCE

STATION C
GETS 7.2%
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as public relations officer. The
plane bearing him to Dakar was
jolted in an air pocket, and one of

Mr. Kintner’s ears, injured in the-

sudden loss of altitude, became in-
fected. He spent the next several
months in Army hospitals. Upon
his recovery he became executive
officer to Maj. Gen. Alex D. Surles,
chief of the War Dept. Bureau of
Public Relations.

His service with the Bureau of
Public Relations won him the Le-
gion of Merit. He was discharged,
for medical reasons, as a lieutenant
colonel in September 1944. On Sept.
15, he was elected a vice president
of ABC.

Mr. Kintner’s emergence as a
radio executive was sudden and,
he says, unexpected. Before leav-
ing the Army, he had been plan-
ning to resume his mnewspaper
column. A somewhat mysterious
figure whom Mr. Kintner deseribes
as “a friend” invited him to lunch
with Edward J. Noble, chairman
of the board of ABC. The invita-
tion was to more than lunch.

“Ed said: “Why don’t you come
into radio,”” Mr. Kintner recalls.
In no time he was a vice presi-
dent. He was at first in charge of
the network’s public relations;
later he took charge of news and
special events as well.

Mr. Kintner’s election as execu-
tive vice president was as sudden
and unexpected, he says, as his
first association with ABC. Dur-
ing a meeting of the ABC board,
of. whom he is a member, Mr.
Kintner was asked by Mark Woods,
president of the network, to leave
the room.

Mr. Kintner, who is not a taci-
turn man, was struck speechless
by this strange request, and oblig-
ingly stumbled from the chamber.
In a moment, Mr.- Woods called
him back, During his brief absence
he had been elected as Mr. Woods’
chief lieutenant.

Since his association with ABC,
Mr. Kintner has become known as
the executive who is first to arrive
at the office in the morning and
last to leave at night. His normal
hours are 9 a.m. to 7 p.m., but often
he stays on, particularly if im-
portant news is breaking. A good
news story draws him to the ABC
newsroom as a fat ph<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>